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GREENFIELD DISPLAY 
-- CABINET - - 


les force ? 
Olt YOUrF SQaALCS OFCE ? 


| 

1T makes buying easier for small tool This is one of the many ways in which 
users. And selling easier for you. This Greenfield is constantly co-operating with 
sturdy, skillfully made cabinet . . . finished dealers to nara small tool selling 
in walnut . . . concentrates and easier and more profitable. 


displays to best advantage your 
counter stock of taps, dies, twist 


drills and reamers. May we tell you how this display 


ind 1! 1 | : cabinet . . . together with other at- 

> er juyers of : ‘ 
It Teminds sma too yers ite Uti tinea... amy 
their needs. And makes e-tra sales 


for the dealer. 





be obtained free? 


GREENFIELD, MASSACHUSETTS 





CANADIAN PLANT: 
Greenfield Tap & Die Corp. of Canada, Ltd. 
Galt, Ontario 


NEW YORK: 15 Warren St. 
CHICAGO: 611 W. Washington Blvd. 


DETROIT: 228 Congress St., W. 
H. A. Oct. 24, 1939 
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Only the AMES 
<c°ALL STAR” Line 


can give you all these features 


the perfected R-MOR-D 
handle for all day comfort 


RI 


the famous AMES BEND, of- 
ten copied, never duplicated 


(a CR 





individually wrapped han- 
dles sanded and lacquered 


RI 


every blade heat treated 
to insure Ames quality 


————— 


a complete “All Star” line of 
shovels, spades and scoops 


— 
sin MORE 


AMES SHOVELS 


are USED 
than any other kind 


The complete “All Star” Ames line includes the —— O. Ames Four Star, the Ames 
3 Star and the Ames 2 Star to meet every need. You will profit best if you “look for 
the stars” on every shovel you buy. 











AMES SHOVEL AND TOOL COMPANY 
NORTH EASTON «<> MASSACHUSETTS 
ST. LOUIS, MISSOURI - - + ANDERSON, INDIANA 3059 
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WITH 
EVEREADY’S FALL CAMPAIGN 


EVEREADY, the pioneer flashlight, is out 
to do a grand job of selling this Fall. The 
heavy pieces are already in action with a 
roar that can be heard in every store. A 
massed battery of magazines, newspapers, 
and store-cards is advancing under cover of 
darkness and the army of longer nights is 
already trembling in the trenches. 

Heading the heavy-hitters is The Ameri- 
can Weekly, the full-color magazine that is 
distributed with the Hearst Sunday news- 
papers all over the country. Nearly six 
million families reached by this one piece 
alone. Then The Saturday Evening Post, 
hammering at about three millions more. 
And Better Homes and Gardens and The 
Country Gentleman . .. a grand total of 
more than forty million individual readers. 


To carry full-page ads on Eveready Unit 


Cells, Christian Herald, Popular Science 
Monthly, Capper’s Farmer and The Ameri- 
can Boy are being used, in addition to three 
of the heavy-hitters already carrying flash- 
light-case advertising. And then... special 
lithographed cards for windows and coun- 
ters, display-cartons, etc. 

Eveready dealers will be advised in ad- 
vance of every movement of the Eveready 
forces. With the new line of sport models 
in colors, the 49-cent pocket Eveready, re- 
duced prices all along the line, and with 
the hardest-hitting advertising of all time, 
Eveready is out to mop up. Fall in! Order 
from your jobber now. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 
Branches: Chicago, Kansas City, New York, San Francisco 


Unit of Union Carbide <<} S& S& and Carbon Corporation 





EVEREADY 


FLASHLIGHTS 
& BATTERIES 


—they sell faster 
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For Information Regarding Space Write 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE ASSN., INC. 
610 WESLEY BLDG., PHILADELPHIA, PA. 
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To Help You Sell 














Let us help you sell Pexto Braces. We 
have an attractive display stand which will 
fit well into your window or onto your 
counter. With a 10-inch Samson Bit Brace 
attached, it forms a silent salesman that will 
be right on the job every minute. Fur- 
nished without charge with an assortment 
of two No. 8010D Samson Braces. We 
also will be glad to supply vou with an at- 
tractive little booklet on the full line of 
Pexto Braces called, “A Book of Braces.” 











It Doesn’t Look 
Like Its 
Grand Daddy! 


It doesn’t look much like its Grand Daddy, this improved 
Pexto Bit Brace. But the first brace made in America (in 
1850) was a Pexto, and nearly every basic improvement 
in brace-making since that date has been introduced by 
Pexto. 

Three quarters of a century of careful study has gone into 
the perfection of the,Pexto Samson Brace. The Samson 
Ball Bearing Chuck is undoubtedly the greatest single 
improvement in Brace manufacture since its beginnings. 
The Alligator pattern jaws are forged steel, machined 
and hardened with a % inch capacity for round, square, 
or tapered shank bits. The extra heavy sweep is highly 
nickel plated. 


But Pexto does not stop with one brace! The line is com- 
plete and includes braces so made and so priced that they 
appeal to every class of trade from the skilled mechanic 
to the handy man about the house. Send for Pexto Cata- 
logue No. 26T-—you’ll find your jobber carries Pexto. 

















The PECK, STOW & WILCOX CO. 


Hammers ~ + Wrenches 

Chisels SOUTHINGTON, CONN., U. S. A. Snips 

Pliers Squares 

Screw Drivers Fender and Body 

Braces Dent Removing 
Tools 


Pruning Shears 


IT PAYS TO CONCENTRATE — ON PEXTO 
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Compare U.S. Poultry Fence 


Makers Also of 
IMPERIAL Fence 
Gates----Steel Posts 





A Complete Line of 


Farm Fence Hog Fence 
Poultry Fence Lawn Fence 





Farm Gates Lawn Gates 





Steel Posts 





Flower Border Trellis 





















































“She Netting Shat 
LL SL ERR 


with any other netting! 


W RITE today for a miniature 
sample roll of U. S. Poultry Fence! 


Examine its modern design and construction! Note, 
that like in farm fence, the line wires run parallel! Note, 
too, how the interlocking hinge joints lock the line wires 
so securely that they can not slip, spread or unravel. 


See how uniformly this superior netting is woven; 
how even its tension. Then, judge for yourself why 
U. S. Poultry Fence is breaking all records for sales and 
profits everywhere! , 


U. S. Poultry Fence is the original straight-line netting. 
Today, as always, it is sold only through the regular 
wholesale and retail channels. If you are not already 
‘‘cashing in’’ on the amazing demand for this fast-selling 
line, write for the FREE sample roll and catalog. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 
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Price and Value 


HEN buying Tubular and Clinch 

rivets you get just about as 
much as you pay for. Don’t accept 
rivets of the cheaper grade even 
though price concessions are attrac- 
tive. You cannot afford to sell rivets 
that are brittle because cheap rivets 
mean a one-time sale only. Our rivets 
may cost a few cents more but they 
are worth a great deal more—they’re 
dependable. 





Pacific Coast Representative 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


- Si pproved / 


———by the keenest 


buying brains in the country 








TUBULAR RIVET & STUD 
COMPANY 


BOSTON / 






‘The largest ff 
factory inthe 

world devoted 
to the manu~ 
facture of 
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Atkins Profit 
Making Saws 
and Tools 


E illustrate some 
famous patterns of 
SILVER STEEL Crosscut 
Saws, Hand Saws, Circular 
Saws, Coping Saws, Hack 
Saws, Trowels and Files. 


They Are 
the Best Value 
for Your. Money 


We are in position to 
supply you with “A Perfect 
Saw for Every Purpose,” 
including small Cireular 
Rip and Cutoff Saws for 
electrically driven and 
bench machines. These 
saws will prove a new 
source of profit to the 
dealer. 























E. C. ATKINS & COMPANY 


Est. 1857—The SILVER STEEL Saw People 


Branches in all principal cities throughout the world 


Home Office and Factory, Indianapolis, Ind., U.S.A. 
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+ x « Da-Cote «++ 


“the same name and reputation, 
and always a thoroughly modern 


product — the finest type of 


quick-drying enamel — — 


Your 1929 radio isa finer thing than 


ance and improvements in all ways. 


In 1929 Murphy Da-Cote is a | Enamel | 
a 


finer product than it was in 1925. 
In the last 4 years important de- 
velopments have taken place within the 
industry. Speed of drying, for instance, 
has recently come to the fore. 

Murphy has been quick to sense the 
value of quick dry, but slow to turn out 
a product whose beauty or durability of 
finish would suffer, merely for the sake of 
quicker drying. 

That is why in the Da-Cote of today you 


the radio of 1925—better perform- ees 





will find all of the famous Da-Cote 
long wearing durability and all of 
its rich, high-gloss beauty pre- 
served, and even enhanced, in 
spite of the fact that Da-Cote has 
been made a true quick-dry enamel. 

In fact, as far as our comparative tests 
have enabled us to determine, Murphy 
Da-Cote is without a peer among the 
prominent quick or slow drying enamels 
for furniture, interior decorations and 


other things. 


MURPHY VARNISH COMPANY 


Newark Chicago San Francisco 








MURPHY 


FINE 


FINISHES 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel Transparent Floor Varnish 
Transparent Interior Varnish 


Muronic Enamels Da-Cote Varnish Stain 


Univernish (the all-purpose varnish) 


Brushing Lacquer 
Transparent Spar Varnish 
Quick White Enamel 


Four Hour Varnish 


Super Spar Varnish 
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This unique color service offers you 


new sales Opportunities 


THE SATURDAY EVENING POST 








THE SATURDAY BVENING POST ° 


heal 
ost 
roast gvenine F 
mn 9” 


ELSH sev" 
swis E. W int” 
eng color W ith p= 
«achieve _— 


with 
Aiea 
Midna 
Wen | 


\ 


¥ 


ty 
rH wai 
“ea f \ itt \ 
ae 
TE pba 


v 

t 

it 

4 

it z 
it 
is 


ta § 
i 

Kt 
\ 
4\ 

\ t 


t 
\ 


Fa 
ny 
‘i 
; 


AND ENA 
made by the 





Three of the series of du Pont advertisements in full color, showing actual color schemes 
created by famous architects with du Pont Paints. It offers a practical book of suggestions for painting every surface inside and out 


Saturday Evening Post carries advice of expert architects 


on exterior color schemes to thousands of householders 
OLOR for cars—with Duco. Color schemes 
for interiors, created by the du Pont Home 
Decoration Service. And now color for exteriors— 


schemes devised by architects of country-wide 
reputation... 


Home Decoration Service, new colors have been 
created to carry out these decorative schemes, 
which are included in the free booklet offered in 
the advertising—‘*‘Modern Color Schemes for Your 


Home.’” To cash in on this mew demand, stock 
the full du Pont line now. You will sell a greater 
new sales possibilities. Full color pages and spreads 


volume of paint — turnover will be quickened 
in the Saturday Evening Post give practical advice | — profits increased. 

on how to modernize house exteriors with color— 
original schemes with instructions for carrying 
them out. Dealers all over the country 

testify to the extraordinary interest 

being aroused by this advertising. 


Again du Pont pioneers in creating new markets, 


Mail the coupon for color card and booklet 


Send for our color-card and a copy of 
the consumer booklet today. See for 
yourself how attractive these color 

schemes are. Be prepared to make 
Cash in on the new demand suggestions to customers who want 
them. Mail the coupon now 


PAINTS, VARNISHES, ENAMELS AND DUCO 


Under the direction of the du Pont 


REG. U. Ss. PAT. OFF. 


This dlastaed book of vA Free—"Modern Color Schemes for Your Home” 
color schemes by archi- > E. I. du Pont de Nemours & Co., Inc. 

tects will be sent freeat Independence Square, Philadelphia, Pa. 

Jour request. Show me how my paint business can be increased 
and send me a copy of the color scheme book. 
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FOR BETTER RESULTS 
FROM THE LATE 
FALL PAINT JOB 


Use More Drier 
— but only enough 


Use More Turps 


— but not too much A few quick and simple 


Use Less Oil changes in the preparation 
of the paint — but a big 


New Jersey 


Ate) 








— but sufficient 
change in the lasting 


Give this Advice to your a 


Customers Cold weather slows up 











drying. The formation of a 
smooth, tough, weather-resistant film takes more time. And 


there is less good drying time these short days. 


Tell your customers to give their cold weather paint jobs a 
good start —to give the paint a chance — by using more 


drier, more turps and less oil. 


By following this procedure they can insure satisfactory 
results. And you know what customer satisfaction means 


to you. 


>rPrPrPrr Pr Pp Pp 


The New Jersey Zinc Company 


160 Front Street New York 
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Swat em In Your Town! 















300 p painters and dealers from 50 typ. 
ical cities give figures resulting in 
these averages and comparisons: 


av AS 
‘ aay 1st.Grade Paint 1 2nd.GradePaint 
% | : <x oe Jl 270 serage 














Galion Gallon 


“~e 
“on 
\ 









1 
Tx ras . cos ie ese 
ts ta , [3 come 
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= —— Si, i Soovetoese 12% | 1% Boqwices tor 


(800-40) Gallons | Gallons (500-30) 
30124887 | 4500-'92 
aise 9274 ! ‘92742255 
































total 14661 1274 Total 
E os 
e wat the cheap paint Hum-Bugs that rob you But- 
b of profits and your community of paint now ong illeach nb last? 
values and thousands of dollars. a OYearsi2 Years" saree 
i 2s Times 





Here, at last, in this Cost Chart, is the big idea in a 


quality paint selling. 


It proves that cheap-price-per-gallon paint is 
only poor paint that, on a five year basis, actually 
costs $210 more than quality paint for the aver- 
age house. 


Put this astounding fact “over” in your town Forget ‘gallons-figure in years 
with the aid of Sun-Proof advertising and Sun- of economy and protection/ 


; Proof quality and you can have the big paint 
business for “keeps.” 








ij ROE ae bon 


















| Write for special Sun-Proof proposition and 
it for booklet “Swat the Cheap Paint Hum-Bug.” 

















DITTSBURGH DLATE GLASS Co. 


Paint, Varnish ar and Lacquer Factories, Milwaukee, Wis. Newark, N.J., Portland, Ore., Los Angeles, Cal. 
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Some time ago, anticipating the 
trend of linseed oil prices, we 
signed a long term purchase con- 
tract. 

It is a genuine pleasure to us, 
therefore, to advise our friends 
in the trade that for the balance 
of the year, our paints will remain 
at present price schedules — no 








increases. 


JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City, N. J. 


PAINT SALES DIVISION 


DoS Established 1827 




















MADE IN U.S.A. 


THE IMPROVED 
ATOMISTER 








Here’s what you want in a spraying machine. Lightness—ease 
of operation—easy cleaning—easy lubricating—sturdy motor—a 
single nozzle producing both a flat and a round spray—instantane- 
ous flow control—full pressure to at least 25 lbs. The “Paint-O- 
Mister” has them all. 


Nationally Advertised $39.50 Retail 


Includes Spray Gun, Air Compressor, Hose, etc. 







The Handy Paint-O-Mister 
Hand Operated $1.95 Retail 

A highly developed spray gun that does a 
real job. Durable. Sold to dealers and job- 
bers in dozen lots or more. Ask for quotation. 
You'll want a sample dozen at once. 


THE ATOMISTER CORPORATION 
39 Hamilton Street Rahway, N. J. 











PLASTIC WOOD 
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Tube 25 cts. 
“4 Ib. can 35 cts. 1 Ib. can S1.00 
12 cans to a carton less 
Carried by Hardware and Paint Wholesaler 


Addison- Leslie Co., Canton, Mass. 
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Something new? Not at 
all. No necessity or luxury 
of true quality was ever made 
whose fabrication received 
more precise care than B-A 
Abrasives. 


Craftsmen, with an in- 
stinctive regard for fine 
tools, recognize the keen 
cutting qualities of these 
precision-built abrasives. 
They demand them by name. 
They use them as a matter of 
course. 


The important thing about 
B-A Abrasives is not that 
they have set the standard in 
quality since 1828, but that 
they are regarded by those 
who know as the standard 
quality today! 

May we forward more specific 
information? 
Baeder Adamson Company 
Richmond St. & Allegheny Ave., 
Philadelphia, Pa. 





STANDARD 


For Over 70 Years 


TILLEY 
LADDERS 

















Step Ladders 
Straight Ladders 
Orchard Ladders 
Extension I-adders 
Ladders for Window 
Cleaners 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior Scaffolding 
Adjustable Jacks, 
etc. 


TILLEY 
SPRING LOCK 


Extension Ladders 


for Painters, Tin- 
smiths, Carpenters, 
Masons, Mills, 
Fire Purposes, Fruit 
Picking, Farming 
and General Use. 


Side rails of  thor- 
oughly air dried,  se- 
lected material. Rungs 
are selected Ash and 
Hickory with minimum 
diameter of 1 3/16 
inches. All equipped 
with rope hoist and two 
Tilley Improved Auto- 
matic Spring Locks of 
soft malleable and cold 
rolled steel, securely 
bolted to the side rails. 














SAFE STURDY RELIABLE 


(Write for illustrated catalogue and prices) 


The John S. Tilley Ladder Co. 


Watervliet, New York. 
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ly @ Profit by brushes....-- 


THIS MODERN WAY 




















Converting brushes into cash 
quickly is the work of the Dealer 
Brush Display. Twelve thousand 
Displays constantly on the job 
have convinced as many dealers 
that there is profit in brushes— 
when sold the Horseshoe Brand 

way. 











This Display was offered only 
after several years’ investigation of 
selling methods, and a careful study 
of our own sales to determine which 
brushes should make up the as- 
sortment that goes with the Dis- 
play. Every brush is a best seller 
in its class—there is nothing but 








live merchandise which is constant- 
ly on the move on this Display. 


The Horseshoe Brand Display 
has increased the brush sales of 
many dealers by three or four 
times. It has proved conclusively 

that there is money in brushes— 
when sold this modern way. It will 
do the same for you: ask the 
“Pittsburgh”? warehouse for com- 
plete details. Write today—there’s 
no obligation. 
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>>PITTSBURGH PLATE GLASS CO.€< 7 
7 warehouses in principal cities 7 
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The big way 
to run 
a 


big business. 





One reason why LINGERWETT 


is the largest selling remover in America 
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WEAVING POULTRY NETTING 


Weaving Poultry Netting requires a different machine 
than the type used for weaving Wire Screen Cloth. 
this big loom the wires are fed through vertical tubes 
which whirl around each other, making a tight twisted 
mesh as the Netting passes over the roller at the top. 


% in. % in. lin. 
Our Other Products 
Include 


Netwick Poultry Fence 
Galvanized Hardware Cloth 
and the following brands 

of Screen Wire Cloth 

Cortland Black Enameled 

Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 














WICKWIRE BROTHERS 
Hexagon Poultry Netting 


Rust is the arch enemy of Poultry Netting. We 
make all our own Poultry Netting of Open 
Hearth Steel which resists rust much longer 
than Bessemer. Make it complete in our own 
plant from raw material to finished product. 


We draw the wire in our own mills—all process- 
ing through the Steel Plant, Rod Mill and Wire 
Mill is done under our constant, personal super- 
vision. 


Our method and quality of Galvanizing gives 
not only a good finish, but added protection. 
More than 50 years’ experience is back of all 
our products. 


Your Jobber Will Supply You 
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| WIMCHESTER 


2» TRADE MARK 






































1@oO~-~ ee © hh. 
4 Week of =) he : Setting the 
q sto wots ye oe t 2 Stage for Geving: Sets 


Winchester is setting the stage for an in- 


ag these. days, can net 2 creased sale of carving sets. The hand- 

only shoot but carve his 2 some three-piece set shown here will be 
Ts f e e — 

eee eng gS pe advertised in the November 16th issues of 


making carving knives as 
well as guns. Ih fact. 


Saturday Evening Post and _ Collier’s 








they’re making knives ot | jie weekly. 
a gg a — ee 
dling on gp ‘a Made with curly stag handles and sterling 
every type of pocket land silver mountings, this Winchester Set (No. 
flat cutlery. te 5045) has an’8 inch carving blade of 
They’re mighty fine knives | fi) — Stainless Steel, cut swaged. The fork is 
= “a A oe oo fe full nickel plated. What a set to carve the 
makes so fine a gun. [n both | fir ‘royal bird” and only one of several Win- 
pines ne chester two and three-piece sets you can 
and, in fabricating and heat offer to your customers. 

7 





treating super qualities of 
stee!, Winchester is recog. 


nized throughout the world| Wi Every Winchester Carving Set is packed in 
: as a past master.’ its own protecting flannel roll. Ask your 
i Any man who takes a Win-| iy jobber for full details. 


chester out shooting is sure 
to have a bird to carve. Why 








! not anticipate his success in| [fj WINCHESTER REPEATING ARMS CO. 
a Winchester Carving Set New Haven, Conn., U. S. A. 


for success af the table? New York Office and Showroom 


312 Broadway 
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Fence Advertisement 


IGHT into your community—into the homes of farmers, 

goes our farm paper advertising. We talk to the farmer 
about his problems—about fence for profit, and tell him 
to go to the American Steel & Wire Company Dealer 
for fence advice. 
All the force of National Advertising, the Experience of our 
organization, the strength and prestige of the Best Known 
Fences is focused on your locality to make the American 
Steel & Wire Dealer fence headquarters in your community. 
Such co-operation is increasingly building bigger and 
more profitable business for our dealers. We invite you iu. 
Write for information. 


American Steel & Wire Company 














These 


Zin¢ Insulated 


— 
AMERICAN 
ROYAL 
ANTHONY 
MONITOR 
PRAIRIE 
NATIONAL 
and U.S. 


Protector Poultry 
Fence 
Banner and Ideal 
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Perhaps Wilbur can be pardoned a part of 
his enthusiasm, for there is a basis of fact 
behind it. 


Forged Iron Hardware by McKinney does 
have a charm of shape, a fascination of tex- 
ture and a glow of light and shade that hyp- 
notizes the most callous prospective buyer 
of a home. 


It costs surprisingly little to trim with this 
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TRADE , 


WINDS 


By LLEW S. SOULE 


**OREANIZED*’? STOCKS 


E hear a great deal about organization these 

W\ days—and justly so. This is an era of 

organization; an era in which the success 

of a business depends largely upon how well it is 

organized to do the particular job for which it was 

intended. In fact organization shares honors with 

management, since even the best of management must 
depend, to a great extent, upon organization. 

But—the organization we hear so much about is 
human organization. It pertains to men and their 
relations to business. It deals with the proper selec- 
tion of men, their assignment to specific duties and 
responsibilities, and the coordination of their efforts 
to a common purpose. 

It is a wonderful thing to have the human side of 
your business organized; it is equally important to 
extend that organization to the physical side. Hard. 
ware retailers could well afford to pay particulai 
attention to the matter of organized stocks. 

What does it mean to organize your merchandise 
stocks? Much the same thing that it means to or- 
ganize the men who are connected with the busi- 
ness. It means the formation of a stock of merchan- 
dise that will meet the requirements of those whom 
the store serves, with each item or line coordinating 
to the common purpose of a reasonable profit. It 
means the elimination of lines or items which loaf 
on the job; it means the addition of lines or items, 
which through proper sales effort, will increase both 
volume and profit; it means carrying larger quanti- 
ties of those goods which are in steady demand, and 
smaller quantities of those which sell less readily. 
In short it means putting the stock on the same basis 
of efficiency that is expected of the men who work 
with it. 

No sensible merchant would think of carrying on 
his pay-roll several men who only worked one day 
per year. And yet there are many merchants who 
carry in their stock items or lines which move only 
once during that period. No merchant worthy of 
the name, would even consider employing two or 
three men to perform a certain function, which one 
man could easily perform. Why then should he 


carry as many as half a dozen items, brands or lines 
of merchandise to perform the function which a 
single item, brand or line could, under proper sales 
direction, perform? 

If a dealer’s sales in one department of his busi- 
ness were several times that of some other depart- 
ment, we would hardly expect him to employ the same 
number of salesmen in each department. It is rea- 
sonable therefore to employ in his stock the same 
quantity of fast selling and slow moving items? 

When the retail merchant hires a man, he hires 
him to do a certain job. He does not add to his sales 
force merely to have more men in his employ. He 
does not hire a man on the bare assumption that he 
may come in handy some time. At the same time 
thousands of retail merchants invest money in mer- 
chandise under the mere assumption that at some 
time somebody may want it. He hires certain men 
to perform certain definite tasks. Isn’t it just as im- 
portant to buy specific items for specific purposes, 
having in mind a more or less definite number of 
prospective customers who can use those items to 
good advantage ? 

We have seen cutlery stocks with sixty or more 
patterns, and practically the same quantities of each 
pattern. One look at many of those stocks would 
convince any thinking man that they were bought on 
appearance backed by impulse, rather than on a 
basis of specific purposes backed by a knowledge of 
some community’s needs. We have seen stocks of 
shears with twelve or more sizes and several brands, 
with quantities that apparently were purchased with- 
out regard to demand. We have seen paint stocks 
which included every tint and color imaginable, in 
three grades and under several brands. In one such 
stock we witnessed the loss of a sale because the 
merchant did not have enough of a certain standard 
color, in a single brand, to paint three ordinary 
houses. Undoubtedly such stocks account for many 
complaints as to lack of profits. 

By all means organize the human element of your 
business, but don’t stop there. Retail success de- 
mands organized effort behind organized stocks. 
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Cell Block No. 3 


The penitentiary was so badly damaged by this convict-set fire, that tents are now being used to shelter the inmates. 


HARDWARE MEN PROMINENT. IN 
SUBDUING COLORADO PRISON 
OUTBREAK 


ARDWARE merchants of Canon City, Colo., played 
H important roles in the controlling and subduing of 

that most serious prison outbreak in their city during 
the first week of October. 

Newspaper reports specifically mentioned the service of 
the hardware dealers in supplying arms and ammunition 
to the police force, high school cadets and citizens of the 
city, who guarded the walls, preventing the outbreak from 
spreading. 

John R. Beaton of The Thomas Trading Co., Inc., 712 
Main Street, Canon City, writes—‘less than ten minutes 
after the riot signal, the citizens of our city had the walls 
surrounded and well covered with rifles, which to a certain 
extent were furnished by the local hardware merchants. 

“Three of our men were among the first to start bom- 
barding the prison from outside. The citizens who pro- 
tected the walls, did a great part in keeping the convicts 
from escaping. 

“We gave out every gun in the store. About one thou- 
sand rounds of ammunition were supplied to those on guard. 
We also loaned our guns to men and women who desired 
to take them home in case there might be an outbreak 
during the night.” 

Theodore M. Harding, secretary and treasurer of The 
Harding Hardware Co., Canon City had experiences during 
the outbreak that he will never forget. He has written 
vividly of the mutiny and of his part in helping to suppress 
the convicts. 

“We who have been here many years,” says Mr. Harding, 
“know just what to expect when the outbreak alarm is 
sounded. We know that our stores are going to be besieged 
by a mob, all wanting guns and ammunition. It would be 
very easy to clean out the store of every gun in stock and 
all ammunition, if you did not use tact. 

“When the alarm was sounded, I was at home for lunch. 
When I arrived at the store, I found two of my salesmen 
confronted with the usual clamor for guns. I ordered that 





no guns or ammunition were to be given out except to known 
customers. 

“I grabbed a rifle and ammunition and left for the prison, 
within three minutes after I arrived at the store, remaining 
there until seven o'clock the following morning. As soon 
as I reached the store that morning we made a check over 
the books to see just how much ammunition and how many 
guns were missing. We had a perfect record of all that 
were taken, so we had nothing to worry about, as we knew 
what ammunition was not returned would be paid for; the 
same with the guns. 

“We turned out thousands of rounds of ammunition to 
our friends for use at the prison. A final check was made 
this morning and a list was made of all ammunition ordered 
by officials of the prison. 

“There is not a hardware store in Canon City that would 
not gladly turn every gun and every round of ammunition 
to volunteers, if the emergency was of magnitude enough 
to warrant. However, as previously stated, we have been 
through this same thing before, and know that to protect 
ourselves we must use judgment in supplying out guns 
and ammunition. 

“The boys in the store stayed right on the job filling 
and delivering emergency orders for ammunition. They 
were of more help to the community than had they gone 
to the prison. After the store was closed they went down 
and tried, as we all were trying, to do their bit. 

“The situation was tense, and within fifteen minutes 
after the alarm was given the citizens of this community 
were lined outside the prison walls by the hundreds, ready 
to shoot any prisoners who tried to scale the walls. This 
response to the call for help did a great deal toward holding 
them within. 

.“For the information of my old friend, Llew S. Soule, I 
will give you a few of the high lights as I saw them. I 
was at the prison a few minutes after the riot started, and 

(Continued on page 44) 
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CONCENTRATION ON ONE BRAND 


BRINGS MORE PAINT PROFIT 


TO THOMPSON HARDWARE CO. 





ILLIAM B. THOMPSON of the Thompson 

Hardware Co., Lee’s Summit, Mo., knows how 

to sell paint. He sells paint and other surface 
finishes in large quantities. 

Conspicuously posted on a display case in one of his 
most important departments is this sign, lettered in en- 
during brass: “Paint Information Bureau” ; and William 
B. Thompson makes good on its promise. 

Funny, too. Six years ago Mr. Thompson didn’t like 
his paint department a little bit. From the former pro- 
prietor of the place he inherited a heterogeneous mixture 
of paint and varnish lines. Good goods, all right, but 
they competed with one another in such confusing fash- 
ion that, Mr. Thompson now freely confesses, he didn’t 
know where he was “at.” 

There was not a bad line among those miscellaneous 
paint and varnish cans. Every single make had attrac- 
tive features. But altogether they presented a hopeless 
jumble of conflicting sales arguments. 

Mr. Thompson was about to throw up his hands and 
throw out the whole paint department summarily. It 
gave him sore eyes. 

Just what kept him from such drastic action he cannot 
now remember. Certainly the profit he got out of his 


paint-was scarcely worth the trouble and store space. At 
most, his paint volume did not amount to $500 a year. 
He hated to look at those argumentative cans. To him 
they spelled just one great aggregation of grief. 

But his natural stick-to-itiveness remained in the 
saddle. His head cooled and cleared, and he began tu 
think his way out. At length, instead of throwing out 
all his paints and varnishes—a desperate decision that 
would have crippled his general hardware service—he 
decided to eliminate all but one line. After having be- 
come familiar with the evidence, he picked this line as 
the best for him. 

Things began to improve—at once! Confusion left 
the department. His own selling ideas clarified. Now 
he could sell straight at his target with one tried and 
trusty “weapon.” The line he selected “for keeps” soon 
became identified with his name and his business. There 
were other good paints and varnishes, of course, but 
he did not let them bother him. He had one line of 
his own to sell, and he sold it with interest and enthu- 
siasm. And in volume at a profit! 

It wasn’t long until he left that $500-mark far behind. 
Each year his paint sales increased. Some of them were 


(Continued on page 70) 
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UR annual vol- 

ume in paints 
is equal to our an- 
nual volume in 
hardware. More- 
over, paints occupy 
about one-fifth of 
the display space 
devoted to hard- 
ware and overhead 
expenses are, of 
course, lower in the 
same proportion.” 


The paint department presents an inviting appearance in the Hesse store and 
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customers are favorably impressed with the completeness of the stock. 


66 ELL,” said Dick Hesse, manager of the Hesse 
W dtadvare Division of Ace Stores, Inc., 5830 
N. Clark St., Chicago, “since you have asked 
for my personal opinion as to why some hardware deal- 
ers are failing to make the most out of their paint de- 
partments, I am going to reply straight from the shoul- 
der: I think it is because they treat paint as a side line. 
Paints shouldn’t be forced to take a back seat for any 
line. It is highly profitable merchandise; requires only 
a moderate display space, and is fast turning. In addi- 
tion it is easy to handle and is sold with the minimum 
of sales effort. If dealers, who are dissatisfied with their 
paint business and who have relegated it to the side-line 
class, without giving it a fair chance, would change their 
tactics and get behind paint and push it at every oppor- 
tunity—they will be amply compensated for their ef- 
forts. I believe the paint line will respond more quickly 
to merchandising than any other major line sold by hard- 
ware dealers. 

“Another important factor, often overlooked, is a prac- 
tical knowledge of paints, which is necessary if the 
merchant is to achieve any appreciable degree of success 
at selling paint. The dealer should ‘know his stuff’ and 
know it well, in order to be prepared to advise paint 
patrons in a competent and practical manner. He must 


keep well informed on all the latest finishes and be able 
to furnish the new paint products required to produce 
modern decorative effects. In order to be well versed in 
every particular, he should make a study of painting 
practices and methods. The hardware dealer should be 
especially careful to select a well-known brand of paint 
—for it is reasonable to assume that customers will be 
more receptive toward a well-known line. 

“Getting back to my original point, the greatest trouble 
of all, as I see it, is that paints are often treated as a 
secondary line by dealers who complain of their paint 
volume. They stick it back in some dingy, back corner 
of the store; never show it in their windows; scarcely 
ever advertise it, and then ‘kick’ because it does not move 
briskly. Paints deserve to be featured and must be fea- 
tured if good results are to be secured. Before we had 
the double store, as it is now, with one side for paints 
and the other for hardware, we, of course, had but two 
windows. One of the windows always contained a paint 
display. The only exception was for two weeks at 
Christmas time when both windows were utilized for 
holiday goods. Even in the single store we devoted some 
of the most valuable display space on our sales floor to 
our paint department. Our paint department at that 
time occupied the right-hand side of the store, just in- 
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side the entrance. The confidence we placed in paints 
was justified, and our paint business grew until we re- 
quired the storeroom next door for our paint depart- 
ment. We ripped out the rear half of the partition be- 
tween the two storerooms, and in effect we had a paint 
store on one side and a hardware store on the other. 
while in reality it was, of course, the same establishment. 
The two windows on the paint side of the double store 
are constantly and ex- 
clusively used for dis- 
playing paints, painting 
supplies, wall paper and 
allied merchandise. 
“The largest part of 
our paint business 
comes from the pro- 
fessional painters, and 
we have found they 
prefer to purchase their 
supplies in stores where 
paint is treated as more 
than a mere side line. 
Naturally price is a 
factor, and we are care- 
ful to ‘buy right and 
sell right.’ Some deal- 
ers complain of profes- 
sional painters general- 
ly as being poor credit risks, but we have very little 
trouble in this respect. Our policy is to cultivate regu- 
lar painters who work at the trade year in and year out. 
We make it a point to thoroughly investigate the refer- 
ences of all applicants for credit and try to avoid ‘fly- 
by-nighters.’ To retain the patronage of professional 


painters and decorators, and be in a position to fill their 
every need, we found it advantageous to add wallpaper 
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This was the 
Hesse store of 
less than ten 
years ago. Paint 
displays always 
occupied one of 
the two windows. 










The Hesse es- 
tablishment of 
today is housed 
in a double 
front store 
building. Paints 
are featured ex- 
clusively on one 
side and _ hard- 
ware on the 
other. 


to our stock several years ago. Sixty of our wallpaper 
sample books are now in the hands of paper-hangers 
and painters, and we do a healthy wallpaper business 
from this source. 

“Apartment house owners who purchase their own 
painting and decorating supplies and contract for their 
own labor, rank second as good customers. They usually 
buy in large quantities, and we go after their trade 
just as strongly as we do that of 
the painters. Of course, the home- 
owner, who paints his own home, 
and the novice who has an odd 
painting job to do come in for their 
share. We let them know we ap- 
preciate their patronage just as 
much as the trade of the larger 
buyers. It wouldn’t do to have 
them feel that they were being 
slighted. They need competent 
advice on most occasions, and we 
take pains to explain every paint- 
ing operation in a non-technical 
manner, so they will understand 
every phase of the work. 

(Continued on page 70) 


Brushes priced at $1 or more are 

displayed in this case, while less 

expensive types are shown on an 
open top display table. 








28 HARDWARE AGE for OCTOBER 24, 1929 








The views on this and the opposite page illustrate why customers are favorably impressed with 


ROM a section of modern paint 

fixtures, only 25 ft. long and 

about 7 ft. high, located in the 
rear of the main sales floor of the 
Bonifield Hardware Co., Zanesville, 
Ohio, a total of more than $20,000 
‘orth of paint is sold each year. 
This should offer evidence enough 
that a large display space, or even a 
preferred store location, is not abso- 
lutely necessary to achieve success 
with a paint department in the aver- 
age hardware store. 

When space on the sales floor is 
at a premium, or where only a small 
section is available for a paint de- 
partment, many alert hardware deal- 
ers find it practical and efficient to 
carry all gallon sized cans and larger 
containers in the basement or store- 
room. The experience of the Boni- 
field store proves that paints are very 
profitable, even in instances where 
the merchant is reluctant to give them 
the most desirable display location. 
Few other major specialty lines are 
capable of producing an annual vol- 
ume of $20,000 in a space as small 
and inconspicuous as in this example. 

Sales efforts at Bonifield’s are con- 


Bonifield’s paint department 


centrated on one brand of quality 
paint which is extensively advertised 
by a large and reputable company of 
many years standing. Through di- 
viding this paint stock into some 
twenty classifications and recording 
every sale consummated in each clas- 
sification, Mr. Bonifield has main- 











tained a valuable record. Slow mov- 
ing items have been minimized, and 
non-producers have been dropped 
from stock. This method of stock 
control has further made possible a 
general standardization throughout 
the entire paint line, which means 
that every paint, item carried by the 
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SetL MRE PAINT 
Because We Know More About It’— 








Says Bonifield, Whose Yearly Paint Business Accounts 
for One-fifth of His Aggregate Annual Volume 


firm is a saleable piece of merchan- 
dise in sufficient demand to warrant 
a stock. 

Mr. Bonifield says the biggest fac- 
tor in his success with paints is the 
fact that the sales force, as a whole, 
knows more about paints generally 
than any other major line featured 
by the store. This knowledge was 
acquired through “schooling” the 
salesmen. Factory representatives, 
for the most part, have been the 
“teachers,” although Mr. Bonifield 
is also well qualified as an “‘instruc- 
tor.” Trade papers keep the sales 
force acquainted with late develop- 
ments in painting procedure, as well 
as with improved merchandising 
methods. A friendly rivalry exists 
among the salesmen to see “who sells 
the most paint,” and as a result en- 
thusiasm runs high. 

When a paint prospect brings up 
the price question, Bonifield’s make 
it understood that they are offering 


a quality product, which is actually 
more economical than a cheap paint 
when length of service is considered. 
Furthermore, they stress the fact that 
linseed oil and white lead are the 
main constituents of good paint. 
They then appeal to the customer’s 
good judgment, stating that linseed 
oil, in drum lots, costs the dealer more 
than a dollar a gallon, at present, and 
that white lead is currently quoted at 
$14 per cwt. After impressing the 
prospect with these figures, they in- 
quire what proportions of these basic 
ingredients of quality paint would 
likely be found in a cheap paint sell- 
ing at less than $2 per gallon. This 
method of reasoning it out with the 
customer is the best way to obliter- 
ate the attraction of a lower price 
on a cheaper product, according to 
Mr. Bonifield. 

Paint window displays are one of 
the best sales mediums in the experi- 
ence of this firm. Care is exercised 

















to have exceptionally attractive paint 
windows at frequent intervals. Mr. 
Bonifield called attention to the fact 
that good paint windows. are much 
easier to dress than an equally good 
window in most other hardware lines, 
for the reason that paint containers 
are especially well adapted to display 
purposes. Mr. Bonifield has little 
confidence in hair restorers when of- 
fered by bald-headed barbers, which 
is the motive influencing him to keep 
his establishment spick and _ span 
through freely painting both the in- 
terior and exterior at regular inter- 
vals. The inviting appearance of the 
store serves as a painting incentive 
to all store visitors. 

Any opportunity to place Boni- 
field’s before the public, in connec- 
tion with paints, is quickly grasped 
by the firm. Some time ago, at 
Zanesville’s Annual Merchants Show, 
the booth we have illustrated was 
used with telling results. It offered 
one of the most attractive displays of 
the entire exhibit. Many people who 
visited the exhibition had it firmly 
impressed on their minds that the 
store responsible for the display spe- 
cializes in paints. 

This resume is aimed to’ show that 
a wide avenue for substantial profits 
is awaiting the hardware dealer who 
will acquire a knowledge of paints 
and is willing to aggressively mer- 
chandise the line—even if circum- 
stances are such that he would have 
to labor under the handicaps of dis- 
play and space limitations. 
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HOW THE SAVE THE SURFACE CAM | 


N a recent article in HarpwarE AGE the research 
work of the Scientific Section of the Educational 
Bureau of the American Paint and Varnish Asso- 

ciation and its benefits to the trade were described in 
detail. The activities of the Save the Surface Campaign, 
another section of this Bureau, sHould be equally inter- 
esting to the hardware dealer because this movement has 
been the means of promoting larger sales of paint and 
varnish products through cooperative advertising to the 
consumer and direct service to those in the industry. 

Launched ten years ago, under the slogan “Save the 
Surface and You Save All,” now a familiar phrase from 
coast to coast, this national non-profit organization, 
sponsored by the paint interests, has kept continually 
before the public the economic value of paint and var- 
nish, as well as the artistic possibilities of these mate- 
rials for exterior and interior decoration. Through its 
educational program the consumer is being taught how 
to make the home more attractive and lasting by the 
timely and proper application of paint products. This 
year’s advertising program includes nine full pages in 
color in two prominent national weekly periodicals, which 
enjoy a wide circulation in two widely different markets. 
Simultaneously with their appearance in the magazines, 
reprints of these advertisements are made available to 
dealers for window display, thus widening their appeal. 
Special advertisements, in mat form, are also placed at 
the disposal of the dealer, for use in local papers. Reg- 
ular window displays, printed in colors and carrying the 
slogan of the campaign are another feature of this tie-up 
program, designed to stimulate increased interest in the 
sales value of the shop window. 
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The cover and a few of the 
interesting and profitable 
pages from the Guide Book 
of Painting and Varnishing 
issued by the Save the Sur- 
face Campaign 
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In addition to the national advertising, the paint con- 
sumer is reached through hundreds of articles which 
have appeared in popular magazines and daily news- 
papers, covering both the decorative and practical sides 
of painting and varnishing. Durability, ornamentation, 
illumination and sanitation are all touched upon in their 
relation to painted or varnished floors, woodwork, walls 
and furniture, and the homemaker is urged to acquaint 
herself with the requirements of a good job, so she can 
secure the utmost value for her expenditure. It is esti- 
mated that more than 33,000,000 potential paint custo- 
mers are reached through similar newspaper and maga- 
zine articles. Editors of leading magazines have learned 
to look upon the campaign as a source of dependable in- 
formation on the proper uses of paint and varnish and 
frequently submit their own material for verification 
or request more specific information regarding some 
particular paint topic that is of interest. 

Recently the sponsors 

of the campaign pub- 

} lished a ninety-two page 

illustrated booklet, “The 
Guide Book of Painting 
and Varnishing” directed 
to the consumer and giv- 
ing complete information 
on the use of paint, 
varnish, lacquer and 
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CHAPTER tit 
GENERAL DIRECTIONS FOR EXTERIOR AND 
INTERIOR PAINTING AND VARNISHING 
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enamel. The guide books are available to dealers for 
customer distribution at a nominal charge, covering the 
actual cost of their compilation. Another helpful fea- 
ture is the maintenance of a special service for those 
who are seeking authentic information and advice on 
individual problems in painting and varnishing. 

This volume has only been available a very few weeks 
and in that short space of time a tremendous demand 
has been created for it. The book is the result of months 
of most careful preparation by acknowledged authorities 
upon every subject which it covers. It was given a 
most careful editorial revision. 

Some of the chapters covered are: Color, When to 
Paint, General Directions, Interior Painting and Var- 
nishing, Walls, Furniture, etc. Many illustrations in 
color add to the general attractiveness of the guide book. 

Due to the heavy demand for this volume, it has been 




































HE office of the Save the Surface 
Campaign, located at 18 East 4lst St., 
New York City, where greater facilities 
than those of the former quarters pro- 
vide for still further assistance to every 
branch of the industry. Left: A color- 
ful and sales producing window trim 
available from the Campaign. 
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PAIGN AIDS HARDWARE MERCHANTS 


possible to reduce its price in quantity orders from 25 
cents to 19% cents each, including suitable gray kraft 
envelope for mailing. Imprinting may be done on either 
cover and will be handled for the dealer by the Save the 
Surface Campaign at cost. 

A plan of distribution has been suggested whereby 
dealers can be supplied with quantities of the book to be 
merchandised over the counter at Z5 cents a copy. 
Counter cards are being given with such orders. 

Whether or not the dealer wishes to distribute the 
book to his customers, a careful reading of the volume 
would be most worth while for himself and his sales 
force. 


One activity of the campaign, which is especially de- 
signed to aid the hardware merchant, is the publication 
of a monthly magazine on the order of a household pe- 
riodical. This sixteen-page periodical, called “Save the 
Surface Magazine,” is sold in quantity lots to dealers, 
who may have their names and addresses imprinted on 
the front and back covers, for distribution among their 
customers. A quarterly house organ, “Save the Surface 
News,” keeps the members of the industry thoroughly 
posted on what is going on in the campaign. 

The movement is also reaching a widespread audience 
over the radio and is likewise giving visual proof through 
the movies of the facts it has been driving home through 
the written and spoken word. Its most recent motion 
picture, “Home Is What You Make It,” produced by 
the U. S. Department of Agriculture at the instigation 
of the campaign, presents the farm angle of painting and 
has already demonstrated its usefulness to dealers who 
find it difficult to convince the farmer that his property 
will depreciate in value unless it is regularly painted. A 
four-reel film, “The Romance of Paint and Varnish,” 
which received a wide showing when first produced, is 
still much in demand. 

This program has been so successful in awakening 

(Continued on page 68) 
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Savogran Crack Filler 


Savogran Crack Filler is a new product 
of the Savogran Co., Indian Wharf, Bos- 
ton, Mass. 

This latest product is something new 
in the line of fillers suitable for plugging 
nail and knot holes, cracks, building up 
broken-down edges, etc. Savogran Crack 
Filler will not shrink, says the manufac- 
turer. 
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The Savogran Crack Filler is a powder, 
available in 1, 5 and 35 pound containers. 
It is prepared for use by mixing with 
water. The filler dries quickly and when 
hard can be painted, sawed, planed, or 
sanded like wood. It does not crumble 
nor crack after drying, and is designed to 
have all the advantages of putty. It may 
be applied with equal success to wood, 
metal, plaster, cement, or fabric. 





Wooster Brush Co. Devises Help- 
ful Open Table Display 


A merchandising plan, designed to stim- 
ulate the sale of its brushes, has been 
rounded out and offered to the trade by 
The Wooster Brush Co., Wooster, Ohio. 

Realizing the practicability and popular 
acceptance of the open top display table 
system of merchandising, the Wooster 
organization has devised a plan for an 
effective table display of its products. 

By means of a special folder, interested 
dealers are clearly shown how to divide 
a table into the proper number of com- 
partments, what brushes should be placed 
in each compartment and how surplus 
stock should be stored beneath the open 
top. The company’s Whirlwind display 
stand has a place on the display table. 
The company does not furnish the table, 
glass dividers or price cards but advises 
how to secure these items, if needed. 





The Tornado Paint Sprayer 


The Breuer Electric Mfg. Co., 852 
Blackhawk St., Chicago, IIl., has recently 
placed on the market a new electric paint 
spray machine (compressed type). 





The new Tornado portable electric 
paint sprayer is of the rotary compressor 
type, built of aluminum castings, equipped 
with %4-hp. General Electric universal mo- 
tor, and develops a pressure of over 35 Ib. 
Compressor unit weighs 7 Ib. 

The Tornado spray gun, of unique de- 
sign, is equipped with two tips, one slotted 
for fan spray and the other, narrow 
spray, and covering an area of 2 in. to 14 
in. Handy adjusting screw controls the 
amount of paint used. Gun weighs 2 Ib. 

The spray gun is equipped with quart 
container, two tips, 20 ft. of reinforced 
rubber-covered cord, and 8 ft. of rubber 
web-covered hose. 





Sherwin-Williams Used Unique Stage Setting at Recent Chicago Convention 


This illustration depicts the stage set- 
ting of the model store front served as 
the background for speakers who ad- 
dressed the recent Chicago convention of 
500 .salesmen of the Sherwin-Williams 
company who regularly call upon the re- 
tail trade. The principal theme of the 


convention was a “double-barrelled” mer- 
chandising program, designed especially to 
aid retailers. The complete explanations 
of up-to-the-minute merchandising meth- 
ods, which are being currently sponsored 
by merchandising experts and successfully 
used by progressive merchants who ad- 


dressed the convention, is considered a big 
step forward in promoting better paint 
merchandising practices. Several promi- 
nent hardware dealers were on the pro- 
gram and related the methods employed 
by them in building up outstanding paint 
departments within their own stores. 
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Four stories in height, the new warehouse building of 
Momsen-Dunnegan-Ryan Co. is designed to serve the 
retail trade. 


r : VHE Momsen-Dunnegan-Ryan Co., wholesale 
hardware distributors of El Paso, Tex., recently 
completed the new warehouse building which is 

shown in our illustration. It occupies an entire city 
block of frontage on Overland Street in a growing 
business section of the city. The building has a ground 
area of 265 by 120 feet and is of modern reinforced 
construction, designed to carry two additional stories 
at a later date. 

Aside from the construction itself, fire protection is 
assured by automatic sprinkler systems throughout the 
building and automatic acting fire doors on all openings 
between floors. 

To facilitate rapid and economical handling of mer- 
chandise, the equipment includes two electric freight 
elevators of 6000 pounds capacity each, an electric dumb- 
waiter, and three spiral chutes with gravity conveyors 
connecting the upper floors with the packing and ship- 
ping room located on the first floor. The general offices 
on the second floor along the Overland Street frontage 
occupy a space of 40 x 160 feet. 

The corporation of Momsen-Dunnegan-Ryan Co. was 
chartered, in January, 1913. It succeeded to the long 
established business of the Gus Momsen Co., which, in 
turn, was the outgrowth of Mr. Momsen’s various busi- 
ness activities, dating back into the late eighties. 

Gus Momsen came to El Paso as a very young man, 
shortly after the first railroad was constructed to this 
frontier point. His career followed along more or less 




























‘EL PASO 
HARDWARE 
JOBBER. 
COMPLETES NEW 
WAREHOUSE 
BUILDING 


evenly with the growth of the community. In the early 
days his line of work—sheet metal contractor—found an 
outlet in constructing tanks for cattlemen and occasion- 
ally laying a tin roof on one of the more ambitious 
buildings in the border settlement. These jobs, how- 
ever, were far apart and occasionally he traveled long 
distances to get them, going as far as Phoenix, Ariz., and 
Durango, Mexico—trips of approximately 500 miles. 
Later years found the lines of hardware and plumbing 
goods added gradually and the business grew in im- 
portance as the town became something more than a 
dusty trading point for the cattlemen. 

Of course, there were numerous ups and downs, one 
of the latter occurring in 1909, when the main ware- 
house, well stocked with merchandise, burned to the 

(Continued on page 39) 
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Modern steel shelving is used to 
hold the stock in this new ware- 
house. Wide aisles and sufficient 
illumination tend to eliminate errors 
and loss of time. As can be seen 
above, spiral conveyors are used to 
carry orders from floor to floor. 
This time saving feature has 
already proved its worth in this 
new building. 
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-T HE AUTOBIOGRAPHY OF 


“By-GUM_ EARLE 





HARDWARE MAN, PHILOSOPHER AND ROAD BUILDER 


By SAUNDERS NORVELL 


HETHER the books of biography which have 

W have been written through the centuries were 

good or bad, they have served an excellent pur- 
pose in giving succeeding generations a good idea of the 
times in which these books were written. Julius Caesar, 
in his Commentaries, tells us things about his campaign 
in Gaul which we would never have 
known if Caesar had not decided to 
write this cross-section of his life. 

Then after a few centuries Ben- 
venuto Cellini wrote his celebrated 
autobiography. It certainly gives 
one a very entertaining and illumi- 
nating idea of the Renaissance, the 
period in which Cellini lived. This 
is probably one of the most enter- 
taining autobiographies that has 
ever been written. No modern 
thriller, either in the movies or on 
the stage can compare with the 
story of his life, written by Ben- 
venuto. 

Having perpetrated an autobiog- 
raphy of my own in “Forty Years 
of Hardware,” I can sympathize 
with writers of biographies. There- 
fore, when a kind friend mailed me 
the “Autobiography of By-Gum 
Earle,” I was immediately inter- 
ested. Mr. Earle is a hardware 
man, being president of the North 
Wayne Tool Co., Hallowell, Mich. I enjoyed a very in- 
teresting evening reading the life story of “By-Gum” 
Earle, written by himself. 

Mr. Earle started to write his autobiography on his 
seventy-second birthday, February 14, 1927. He starts 
the story with his birth on St. Valentine’s Day, and has 
chapters on his boyhood, school days, school of hard 
knocks, pioneering for good roads, public life and politics 
and World War work. One chapter is devoted to side 
lights on religion. Another chapter is devoted to 
“Grass-o-logical” philosophy, and the iast chapter is a 
collection of “Earlisms.” 

To my mind, the most interesting chapters in the book 
are those devoted to the story of the pioneer work for 
good roads. In other words, the battle against mud. 
Among the accomplishments on Mr. Earle’s list are: 

First International Good Roads Congress ever held. 

First good roads train ever hitched together and put 





H. S. “By-Gum” EARLE 


to work building sample roads. First good road built 
in Michigan. 

Founder of American Road Makers, now American 
Road Builders’ Association. 

Author of the only State Reward Road Law. 

Father of the first Portland Cement Concrete Road. 

First, and possibly the only man 
in America, to have two monuments 
erected and dedicated to him, and a 
paved highway one hundred and 
twenty-five miles long bearing his 
name, while he yet lives. 

In the chapter on _ business 
philosophy we find the following: 
“T have often been referred to as 
a selfmade man, but don’t you be- 
lieve it; for if I had made myself, 
I would have made a better look- 
ing man, and I have proofs of it in 
two good looking sons. 

“As a boy I was very touchy on 
the subject of cross-eyes. I con- 
sidered them a liability, and there 
was a liability of another boy get- 
ting a good lickin’ if he said any- 
thing about the cock-eyed or the 
cross-eyed boy. But when I be- 
came a business man, and began 
taking inventory of resources, I 
also took inventory of myself. I 
found ‘that cross-eyes are a great 
asset, and I will tell you why. All you can do with the 
old-fashioned, straight eyes is to look straight ahead. 
Everyone knows just where you are looking. Well, I 
can see as straight as anyone else, but more, I can look 
around and into things, and nobody knows where I am 
looking. So, you see, I can get onto a great deal more 
than the rest of you. 

“One time I accepted an invitation to attend a Grange 
dinner, and was seated opposite some good-looking girls. 
Now, I like beans, and there were none within my reach, 
so I looked across to one of the girls and asked her to 
pass me a plate of beans. Immediately three girls passed 
me three plates of beans, for each thought I was look- 
ing at her. 

“T often say that I owe a good deal of my success to 
will, rheumatism and rum. The will developed a poor, 
sickly kid into a bundle of wire that has lasted seventy- 
three years and looks as though it would last several 
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years more. The rheumatism took me out of the iron 
foundry and put me on the road as a salesman. And the 
rum others drank enabled me to fill their positions when 
they were no longer wanted. 

“Careful regard for one’s health pays big dividends, 
and I pass on a few rules that I have obeyed and found 
beneficial : 

Eat less; work more; play some; sleep enough. 

Don’t let your stomach dictate how much you 
shall eat. 

A long life is worth more than an overloaded 
stomach. 

Don’t eat or drink to please anybody else; you 
know what is good for you. 

Did you ever stop to think where our time is 
spent in a life of three score years? 

1 per cent at church. 

2% per cent in school. 

61% per cent eating. 

167% per cent in the living room, at ball games, 
fishing, golfing, clubs, lodges, theaters, and so 
forth. 

33% per cent at work or loafing. 

331% per cent in bed. 

“We hear a lot about church, school, food, pleasures, 
and occupation, but nothing about beds. On one we were 
born; on one we will probably die, so beds should be as 
carefully selected as the church or the eats.” 

Here follows some advice by Mr. Earle to salesmen: 

“Be an addition, rather than a subtraction; better yet, 
be a multiplication, rather than a division. Be an addi- 
tion to the sales department, rather than a subtraction of 
expense appropriation. Take part in the multiplication 
of orders, rather than divide the possible business catch 
with the man who follows you. 

“Talk the things the buyer doesn’t know he wants; 
he will buy the things he knows he wants without help. 

“When you have hauled the buyer to the top of the 
bill with the power of persuasion and he begins to buy, 
let him coast; don’t brake him with a foul-mouthed 
story, or some bright idea that has come to your mind 
and which you don’t need to waste on him as long as he 
runs by gravity. 


sé 

A WAGON with three wheels is no better than a 
wagon with one. To be efficient it must have four. A 
salesman must have four wheels—a clear mind, knowl- 
edge of his goods, a persuasive way, and an interest in 
the welfare of his house. 

“I heard a salesman on the train say one day ‘I sat 
up until 2.30 playing rummy, and came out two dollars 
and fifty cents ahead.’ He did not appear to me to be 
a man with such a surplus of ability that his house could 
afford to have him dull the ability he had by sitting up 
to such an hour. 

“What you were, you are not to blame for, for birth 
and environment made you so; but what you are is the 
man your half-awakened senses have made you. And 
the man you will be is the fruit man, the seed man, to be 
grown better or poorer, larger or smaller, by the amount 
of determined cultivation you exert on your own self. 

“If you are satisfied with imperfect fruit or small 
potatoes, you won’t cultivate your orchard or your gar- 
den; but if you want the best, you will work diligently 


to produce it. How much more, my friend, are you 
than apples and potatoes, and why should you not culti- 
vate every God-given faculty you have been endowed 
with to produce the best possible fruit for yourself and 
your progeny. 

“If you seek apples, don’t shake a peach tree, for 
apples do not grow on peach trees. Shake an apple tree, 
pick up your apples and carry them home. And don’t 
attempt to gather apples and peaches at the same time. 
Peaches are all right in their proper place, but they decay 
quickly, and if mixed in with the apples they will spoil 
the apples, too. 


6é 

I; you are a salesman, and are out after hardware 
orders, shake hardware trees, and let the trees in 
‘Maiden Lane’ and ‘Flapperville’ alone, for the fruit 
from those trees will spoil your business. 

‘You never see a real sportsman come up and drop 
his hook into the hole in the brook where another man 
is fishing. Neither do you ever see a real sportsman 
throw stones near the other man fishing in the brook or 
pond. 

“Why shouldn’t we men in business be real sports- 
men, and when we well know that ‘A,’ ‘B,’ or ‘C,’ are 
fishing in the Brown Hardware Company hole in the 
brook, or in the Smith Brothers locality in the pond for 
orders, keep away, and let him fish unopposed? And 
above all, refuse to allow ourselves to stoop to the un- 
ethical practice of throwing stones of unkind words and 
roiling the waters of peaceful and profitable competition. 

“Some years ago I took a boat from Digby, Nova 
Scotia, to go across the Bay of Fundy to St. John, New 
3runswick. You perhaps know that the Bay of Fundy 
beats the rest of the world for two things: fog and tide, 
the former the most dense and the latter the highest in 
the world, rising on an average of twenty-seven feet 
and sometimes reaching forty-seven feet. 

“This day was as fine and sunny as any day I ever 
saw and we were enjoying our ride when all of a sudden 
it was as dark on that boat as the darkest night. The 
lights were turned on and yet you could hardly see vour 
hand before your face. We were in a Bay of Fundy 
fog bank and the mist saturated our clothes like a rain- 
storm. 

“We had pessimists on board who were sure we would 
have a collision and all go to the bottom of the bay. 
And we had optimists who gathered in groups and sang 
hymns and prayed. 

“But in addition to the fog mist, pessimists and opti- 
mists we had another kind of mist. It was represented 
by the captain on the bridge and the pilot in the wheel- 
house. They had charts, which were their plans, and 
compasses, which were their directors, and with these 
they proceeded slowly and carefully on the course, blow- 
ing their horn, advertising the fact that they were com- 
ing. They, my friends, were actomists. 

“If men in business are actomists and have a plan and 
a directing head, and will constantly blow their advertis- 
ing horn to notify people that their boat is afloat, they 
will be able to sail through any dull time or depressed 
business fog that they will ever encounter. 

“Tf the business outlook is a little foggy, toot your 
horn and go on. Don’t rush ahead; go slowly and 

(Continued on page 67) 
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BIG OR LITTLE SPACE Is | 


One Hundred People May Read a Very Small Ad and 


Buy Many Dollars Worth of Goods— 


Keep the Ads Running 


By GUY HUBBART 


know people will have to buy stove pipe? They will buy 





EWSPAPER advertising space makes sales for 
N the hardware store in the same way it does for 

any other kind of retail store; by reminding peo- 
ple of things they want and need. And, as a general 
rule, size of space makes less difference in selling power 
than the way space is used. That is, how often it is 
used and how well. 

An advertisement sells goods according to three things 
having to do with method of using space to tell the 
merchandising story: 

1. According to the kind of items featured in space 
and the kind of values they represent; 

2. According to how often certain items are featured 
in a period such as a week or month; and 

3. According to the kind of copy used to describe the 
items. 

The store that runs an ad now and then, once this 
week and none for three weeks gets little for its adver- 
tising money. The same applies to an ad thrown to- 
gether with no idea of the right items for the season, 


values that are attractive and copy that is interesting.. 


Ads should be carefully planned, even small ones, with 
careful attention paid to items, prices and variety. Also 
the purpose of the ad should be considered. Is it to 
push a special lot of new goods? Is it designed to in- 
terest people in one or two departments of stock? Is it 
a general ad, featuring the store’s class of goods or its 
special idea of service? These questions should be 
asked and answered before the ad is laid out and writ- 
ten. For little or big, every good ad sells something 
and the space used is worth what is put into it. One 
small ad with six attractive or timely items published on 
Wednesday may be read and acted on by 100 people who 
at the moment want those very items. The customer 
may come in on Thursday, Friday, or even a week later 
and spend $2 on items. If a hundred people do this, 
sales of $1,200 will be made. Even if it takes two weeks 
to sell $1,200 worth, the ad is worth ten times its cost. 
The point is that no one can tell who or when several 
hundred people are going to want something your store 
(and five competitor’s stores) carry. It’s a fine thing 
if your ad is in the local paper when such a situation 
develops. 

Just think of the people in a town of 40,000 who, all 
of a sudden, as cold weather crops up in the fall, will 
want new stove pipe, new grates, new stoves and so on. 

Some merchants may argue “Why advertise when you 


it anyway.” 
your store. 


Surely they will buy, but not always in 
But if your ad has just appeared with stove 


pipe featured with other timely cold weather items, your 
chances for a lot of the stove pipe business is more 


than good. 


As to methods of using space the ads reproduced here 


are good illustrations 
of two practical ways to 
tell the store’s story, for 
an ad is just that: a 
chapter of a continuous 
story of goods and 
values. 

The single ad is not 
that of a hardware 
store, but it illustrates 
a good idea—the way a 
big department store 
features typical hard- 
ware items. Notice that 
only four items are fea- 
tured under the head- 
ing “House and 
Kitchen Furnishings.” 
The items are un- 
painted tables and 
chairs at $6.75, and 
$2.25 each for the 
chairs; porcelain top 
tables at $8.50; utility 
cabinets, $12; yard 
reels, $6.95; gas ranges, 
$75, and refrigerators, 
$23.50. Excellent 
items, excellently com- 
bined to get the house- 
wife’s full attention. 
Copy in this ad is writ- 
ten out in full, enough 
text to fully describe 
the items, their quality 
and uses. This is good 
practice — giving the 
customer a clear picture 
of what is featured, for 
before buying such 
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WORTH WHAT 


items the customer likes to consider many details. Most 
stores make the mistake of being too brief to consider 
many details. Most stores make the mistake of being 
too brief in copy descriptions. This ad is three columns 
wide by 13 inches deep. 

The small ads (size one column wide by 5 inches 
deep) illustrate another good method of telling a daily 
story at small cost. In each of these ads one to three 


Thirty-nine inches of space, carefully laid out and set up; 
copy is full and interesting. Items are timely 


A 2 RG WHI . 


It Begins at 9 Tomorrow! 


The Homecoming 
Sale of House and 
Kitchen Furnishings 


in our gay and sunshiny, modern, newly located 
section on the fifth floor. Why talk about special 
prices, why talk about the money you save in 
this sale when ‘you know all that from previous 
homecoming sales at White's? But we can’t talk 
enough about the new ideas for turning house- 
keeping into gay adventure—the ideas which you 
will claim as your own from a single expedition 
to this new house furnishings section of ours, 
which refuses to take housekeeping solemnly, 
which makes it fun to cook and keep house. 
And this sale makes it inexpensive to keep 
house in the new gay young manner. | 




















Paint your own breakfast set, 
green, yellow, red, what you will. 
We're painting ours, to show you how - 
all this week, on the fifth floor. 

The table sketched, ready for your 
brush, 36x42 inches, opened, solid 
hard birch smoothly sanded. ...$6.75 
The pinch-back chairs, sketched, $2.25 each. 


Utility Cabinets 
$12 


Yard Reels 
$6.95 


GreenPorcelain Top 


Tables, $8.50 


Green porcelain top with 
ivory finish, wood legs and 
frame, with drawer for cutlery. 
Size of table top 25x36 inches. 


Five-line reel with woolen 
box to set in the ground, fitted: 
with one hundred and fifty 
feet of clothes line, 


Sixty-nine inches high, 
eighteen inches wide, fourteen 
Inches deep, for kitchen uten- 
sils and supplies. 








The “‘Gibson” Refrigerator 
does a good job 
with a little ice, §23.50 


And moreover, we are ae of the all-round 
value it rep: these sale prices, 
Insulated with, sheet cork bes rd@-1 ineh thick. 
Manganese bronze, ache plated hinges and locks, 
Flat ribbon metal shelves prevent tipping of dishes. 
One-piece cast aluminum trap will not clog, rust 
or corrode. One-piece leakproof bottom ice com- 
partment will not leak. With white enamel cca 
compartment, 65 Ib. 30% in. wide, $2 ; ° 
31% in. wide, $27.50; 85 Ib., 31% in. wide, $30.00. 
One-piece or 3-coated white, porcelain ae com 
partment, 75 Ib., 31% in. ie, $38.50; 85 Ib. 1 1K 
in. wide, $42.00; 100 Ib., 33% ‘a. wide, $47.00, 


5th Floor 


See the Gas rn 
Bake Cakes with 
the door open, *75 


See the “New Detroit Jewel” gas range bake 
cakes with the door open—all this week in our 
oer kitchen furnishings ‘section. Of couree 

uu Won't want to bake that way as a steady 
itet, but think of the heating and baking qual- 
ities of this stove which can come through 
with cakes you may sample yourself, baked 
with the door open, yet delicious and evenly 
browned! Then, note—the new oven burner 
flame and-the gray and white porcelain inside 
my . Rémember it is a special sale value 
at $7 























Goes INTO IT 


items are described and priced; enough if the ads are 
run close together a day or two days apart in the same 
newspaper. 

Here are some copy ideas taken out of two of the 
ads: “Now is the time to wax your floor—make it look 
like new before cold weather arrives. We have just re- 
ceived a large supply of floor wax” and in another one, 
“This is preserving time—and we are prepared to help 
you in putting up a supply of fruits and vegetables.” 
Both timely touches for the seasons—late summer and 
early fall. 

The point about the small ad is that every day some 
hundreds of newspaper readers are reminded that the 
Pizzano Hardware Company is selling goods as usual at 
its address—388 Broadway, Revere, Mass. That is all 
these ads can do—remind—but it is enough. The cus- 
tomer does the rest. 








Advertising Briefs for November Reminders 
for Whoever Has Charge of the Store’s 
Advertising 


UYING in the average population picks up sharply 
on all lines of merchandise, as compared with 
October. This applies to hardware lines. More people 
want more items and response to a given amount of 
space is likely to be high. 
* * * 


A good time for a big ad featuring items from all 
sections of stock is about Nov. 10. 
* * * 


People study windows with unusual interest and in- 
tensity in November. Try to link ads and window by 
featuring several items appearing in a current ad in the 
windows. Get a few copies of the ad, mount them on 
cardboard, and get them in the window with the dis- 
play. Put this on the top of the ad “These are this 
Week’s Advertised Specials.” In the ad. preferably in 
a box, put “Notice our advertised windows. They are 
full of timely value and good savings.” This kind of 
link-up sometimes results in many extra sales. 


* * %* 


After the middle of November special sets of items 
for gifts should be displayed in a box in every news- 
paper ad the store runs. Toys, electric appliances, 
crockery, chinaware, cooking utensils and so on are good 
lead items to feature as gift suggestions. 


= = 


Thanksgiving brings extra demand for roasters, carv- 
ing sets and many dining room and kitchen items, and 
is a good time for a big ad, especially an ad with plenty 
of cuts and a big variety of items. 
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A FEW years ago the discussion of women centered 
around the length of ironing boards and the height of 
kitchen sinks. Today those discussions include the 
length of wheel base in motor cars and the position of 
brake and clutch pedals. In other words, women are no 
longer merely kitchen-minded. They are no longer 
strictly home-minded. They are thinking in broader 
circles, which include everything from bobbed hair to 
politics, and from household problems to golf hazards. 
Also, they are doing the spending for the family, and 
the way they think governs their buying. Meanwhile a 
lot of retail merchants are still merchandising in terms 
of kitchen-minded females and income-spending males. 
* * * 

Some folks just can’t seem to realize that a lot 
of ponds are “fished out.” 

* * 

The manufacturers of a certain cigarette have been 
making nervous wrecks of the candy makers. Every 
time the “short-smoke” hammer fell the bon-bon pur- 
veyors shivered. And yet the sale of candy has gone 
its regular way with substantial increases every month. 
It will undoubtedly continue to go that way despite the 
cigarette bally-ho. Undoubtedly also some nervous con- 
fectioners will swallow their gumdrops every time they 
pass a “smoke shop” window. And that reminds us—we 
run across a case of nerves occasionally in the hardware 
business. 

* kK * 

The squirrel never worries about the coming of a 
long winter. He just hustles out for a few more 
nuts. 

* * *K 

Dust is dangerous. Flour mills and spice-grinding 
factories have been blown to smithereens by dust explo- 
sives. What a chance some mortals take in scratching 
a match in certain store rooms and show windows we 
have seen. But even a match isn’t a necessary adjunct 
to a blow-up in a dust-gathering retail establishment. A 
few sparks of resentment from exasperated customers 
can start an explosion that will blow the offending junk 
shop off the merchandising map. 

* * * 

Did you ever notice how big a flyspeck looks when 
magnified by plate glass? 

* * x 


When a congressman desires to send copies of his 
pet speech to his trusting constituents he doesn’t have to 
bother with postage stamps. 
takes care of that. 


His franking privilege 
The Government graciously allows 


ESBIGN POSTS 


the Post Office Department to assume both the mail 
delivery and the costs. Then every time Congress meets 
some fussy lawmaker takes a rap at the postal deficit. 
It makes us think of some mercantile establishments 
where the profit-and-loss accounts cover a multitude of 
merchandising sins. 
* 
You can’t retrieve a loss by charging it off. 
* * 

The world does change. Turkish women now reveal 
their faces and veil manufacturers show a loss; Chinese 
have cut off their queues and sales of razors and shears 
have increased; American college boys have started a 
“bare head” fad, and hat manufacturers are worried; 
women’s skirts are getting longer and the textile busi- 
ness is picking up; picture shows and radio have made 
country women style conscious, and forced country mer- 
chants to change their stocks; drug stores have become 
semi-restaurants, and hardware stores have gift depart- 
ments. Even handsaws and hammers are blossoming 
out in gift boxes. No business can stand still in the face 
of world changes. 

* ok x 


A healthy youngster soon outgrows his clothes. 

According to statistics furnished by the Electrical 
Division of the Department of Commerce, sales of radio 
equipment are at their peak during the months of 
October, November and December. Sales for the year 
ended July 1, 1929, were divided as follows: July, Au- 
gust and September, 1928, 21 per cent ; October, Novem- 
ber and December, 40 per cent; January, February and 
March, 1929, 23 per cent; April, May and June, 16 per 
cent. It might be a good plan to put a little of that 
“after vacation energy” into radio selling. 

ee * 


An overstock makes the selling season seem 


mighty short. 
5; * i 
Out in Nebraska there is a town of 15,000 population 
where the merchandising is said to be done on a strictly 
cash basis. All the merchants in the town are operating 
on that basis, and have been for over a year. The plan 
has been so successful that there are no indications of 
returning to the former “charge it” program. The old- 
timers of that district are no doubt still saying “It can’t 
be done.” 
* * 1K 
Any merchant who goes on a cash basis deserves 
credit. 
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“IS IT JUST A BUGABOO"? 


Asks Hamp Williams 


Hor Sprincs, ArK.—To hear some of our speakers 
who attend our conventions and to read some of the 
articles which appear in journals you would think that 
chain store competition is only a bugaboo; a false alarm 
agitated by alarmists. I find the following in Chain 
Store Age, October issue, titled “Trade Commission 
Making Progress in Chain Store System Probe”: 

“The inquiry authorized by Senate Res. 224, which 
directed the Federal Trade Commission to make an in- 
vestigation of the chain-store system of marketing and 
distribution as conducted by manufacturing, wholesaling, 
retailing or other types of chain stores, has developed 
into one of the most extensive inquiries it has ever 
undertaken, according to a newspaper report from Wash- 
ington, under date of Sept. 12. 

“Twelve thousand schedules have been sent to whole- 
sale dealers and 7500 to chain stores, and 80,000 sched- 
ules are to be sent to individual retail stores. These 
schedules ask for information covering all phases of the 
chain-store system of marketing approximately 75,000 
different commodities, including questions designed to 
show differences in prices in chain and independent 
stores. A study is also being made of group buying 
and advertising of individual stores, known as voluntary 
chain stores. It is estimated that there are over 50,000 
unit members of such chains. 

“Due to the fact that there are no available statistics 
on the chain store industry as a whole, and because it 
distributes such a large percentage of all commodities, 


it will require several months to complete this study, it 
was explained at the offices of the Commission.” 

Please read the last paragraph again in which it says 
in part that chains distribute such a large percentage of 
all commodities that it will require several months to 
complete this study, etc. Just a bugaboo that our Gov- 
ernment 1s investigating ! 

I hope that this Commission will not refer to us 
retailers as a lot of men doing business on “hope and 
ambition,” with no capital and plenty of inefficiency, 
and I also hope they find in distribution the real trouble. 
They will probably find some of the manufacturers mak- 
ing a branded line of merchandise for us independent 
retailers with their names printed or stamped thereon 
and for a very much less price than the line of bastards 
manufactured for the chain stores with which they are 
taking our trade. 

A certain big concern guarantees a line of auto casings 
to run 30,000 miles, which sell for less price than we 
independent retailers can sell our best for. The factories 
will not permit us to give any such guarantee. Per- 
sonally, I believe that the 30,000 mile guarantee is put 
in that advertisement to sell these tires and is not done 
in good faith. I do not believe—taking the country 
over generally—that any tire will run 30,000 miles. 
What is the Commission going to do about it? Tell 
them to stop after they have sold millions of them and 
millions of dollars of other lines of merchandise from 
the effects of this advertisement, with no penalty pre- 
scribed ? Hamp WILLIAMS. 





EL PASO HARDWARE JOBBER OPENS NEW WAREHOUSE 


(Continued from page 33) 


ground. The stock and the building represented almost 
the entire assets of the business and the insurance in 
force was nominal. The situation looked as black as 
the embers of the burned building, but two things saved 
it: the remarkable energy and ingenuity Mr. Momsen 
displayed in salvaging the remains of the stock and an 
excellent credit standing, which made it easy for him to 
rebuild and start out with new merchandise. 

By 1913 the growth of the business and conditions in 
the territory seemed to make a definite expansion desir- 
able, so the present company was organized, the officers 
then, as now, being Gus Momsen, president; C. F. Dun- 
negan, vice-president and treasurer; George B. Ryan, 
secretary and general manager. 

C. F. Dunnegan, a long-time resident of southern 
New Mexico, had made a conspicuous success in the 
retail general merchandise business and also in mine 
development. 

George B. Ryan, dynamic hardware salesman, had 
traveled over the territory for many years, representing 
a large eastern house, and had established an enviable 
record. 

The trade territory served by the company is a very 





large one, geographically including a portion of west 
Texas, all of New Mexico, all of Arizona, and most of 
the Republic of Mexico. A branch warehouse is main- 
tained at Phoenix, Ariz., managed by Edward B. Ryan. 
The property there, owned by the company, includes a 
modern four-story concrete building, with general equip- 
ment similar to that of the El Paso house. There are 
also large yards both at El Paso and Pheonix in which 
are stored the stocks of pipe, casing, mine supplies and 
heavy hardware. 

Starting out with a small staff and one traveling sales- 
man, the firm now has more than 100 people on the pay 
roll, including 22 salesmen, three of whom spend all of 
their time in the Republic of Mexico. 

The buying, handled at the main office in El Paso, is 
directed by the following department heads: L. P. 
Hermes, tools, builders’ hardware, mine supplies and 
heavy hardware ; Gus Momsen, Jr., plumbing and heating 
supplies, pipe and fittings; G. E. Crysler, stoves, floor 
covering and household goods; F. L. Jeter, cutlery, 
guns, sporting goods, ammunition, electric appliances. 
The selling policies of the firm are under the direction 
of J. Fred Ryan, sales manager. 
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RATIONALIZING OuTPUT 


By CHARLES F. ABBOTT 


Executive Director American Institute of Steel Construction, Inc. 


ESPITE the progress made 
D in management during the 

past few years there are 
certain. economic factors today 
which are confessedly disquieting. 
I refer in particular to the oft- 
claimed possibility that, by reason 
of the improvement of mass pro- 
duction, output may outstrip con- 
sumption. Seemingly that has at 
times happened, markets have been 
glutted with goods and the crisis 
passed temporarily merely by a 
judicious cutting of prices. Many 
of our business executives have 
been led to believe, because of this 
recurring phenomena, that there is 
a potential excess plant capacity 
constantly existing within their industries. 

So long as we look at this problem from the point of 
view of the manufacturer we will forever be confronted 
with the spectra of market satiation and excess plant 
capacity. That of course is disquieting and justly caused 
considerable worry in the business world. If we are to 
remedy this situation we must divert our planning from 
the problems of production and give some thought to the 
problems of market and the distribution of the goods we 
are manufacturing. 

We are at a stage of industrial development where it is 
much easier to produce than it is to sell that which we 
produce; it is easier to employ scientific management in 
the factory and eliminate production waste than it is to 
make a profit on our goods. Efficiency in plant production 
has reduced costs to the minimum and therefore if relief 
is to be expected from the many perplexing problems it 
must come from similar attention devoted to the market 
and distribution methods. 





C. PF. ABBOTT 


: principal problem confronting most industries at 
the present time is that of the market. Consumption must 
be maintained on a basis equaling capacities to produce or 
production must be stabilized in keeping with ability to 
sell. There are instances where demand is declining or 
where it is impossible to increase it to any extent and, 
under such conditions, diversified production or the devel- 
opment of new uses would offer the solution. 

The textile industry diversified its production by pro- 
ducing rayon, while the iceman began to sell refrigerators, 
butter, eggs and cream, as electric refrigerators encroached 
upon his market. The coal man is soliciting orders for 
oil, and there are many other instances where diversifica- 
tion has been necessary to meet changing economic con- 
ditions. 

In most cases, however, the application of research by 
an organized industry would undoubtedly develop new prac- 
tical uses for the product and at the same time locate new 
opportunities for extending present markets. Steel plate 
floor construction, the use of steel in dams, in airports and 
hangars and in residences, all represent the result of con- 


certed research to locate and develop new uses for the 
structural steel industry. 

When we suggest research for an industry we should 
not expect immediate results. It is no assured talisman, 
for results will depend upon how research is conducted. 
In order that it may be productive of good for the in- 
dustry as a whole, it must be carried on by the industry 
and not left to a single company. In that case the indus- 
try will profit through impartial investigation while, when 
in the hands of a single corporation, the benefits must of 
necessity be selfishly applied and selfishly circumscribed. 
Research by joint action of an industry as a whole may 
reasonably be expected to promote the best interests of 
all—the industry as well as the public—and not that of a 
single company. 


I; is too bad that some money-making and money-saving 
methods are called “research.” The word calls up visions 
of high-brow investigations by expensive experts. “Re- 
search” has a scientific sound. An ordinary business man 
is scared by it; in fact, he may think trade research is 
“theoretical” and academic. He turns impatiently from it 
to his rule of thumb practices—which sometimes lead him 
to the bankruptcy courts. 

Research improperly applied may prove as great an in- 
dustrial waste as any agency for waste business has ever 
experienced. Dr. Julius Klein, Assistant Secretary of 
Commerce, holds that between eight and ten billion dollars 
annually is chargeable to waste in the conduct of business 
in America. This waste about equalled the value of all 
our foreign trade in 1928. Waste occurs through excessive 
expenditures in sales promotion, unwise credit methods, 
disorderly marketing, extravagant delivery service, ill- 
judged advertising, etc. 

In ability of business executives fully to appreciate the 
problems of distribution, to have any known yardstick 
whereby to measure market possibilities, lacking any scien- 
tific approach to the control of marketing costs, constitutes 
the basis of this present-day problem. The Federal Gov- 
ernment has authorized the taking of a census of distribu- 
tion. It will be the first time any real concerted action 
has been taken to measure the volume of our own domes- 
tic consumption. Without that measure we will continue 
to ship our goods to a market about which we have no 
exact knowledge. 

Until now we have imagined that if goods refused to 
sell it was due to the fact that the price was too high, and 
our more powerful corporations would set about finding 
new means of reducing production costs. Since 1920 
millions of dollars have been expended in modernizing the 
steel plants of the United States, reducing costs of pro- 
duction. But all those huge savings have been passed on 
to the public in the way of lower prices. All the potential 
profits have been dissipated by inefficient selling due to 
our inability to rationalize output. 

We know for a certainty that our structural steel con- 
sumption might have been increased tremendously. As a 
matter of fact, it has been increased nearly three times 
in volume since the World War. It is possible today to 
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increase it fifty per cent more by properly promoting the 
markets which we know are possible. This would require 
greater concert in selling methods and a more scientific 
approach to the market problems, however. 

Similarly, relief could undoubtedly be found for the other 
branches of the steel industry if proper attention were 
devoted to the exploitation of present markets, combined 
with the application of research to promote new uses. 

One hears a good deal about the saturation point, where 
demand, like a loaded sponge, refuses to absorb further. 
But repeatedly the country has reached and passed what 
timid prophets thought was its utmost need for a given 
commodity. 

To accomplish such a result it is essential for industry 
to recognize the vital need of cooperative advertising to 
the public in order to reinforce the activities of individual 
efforts. Advertising in the past has too frequently been 
considered either an item of expense or a contribution to 
editors to sustain cordial relations. 

The idea of advertising as an investment from which 
very definite returns might be expected is not generally 
accepted by all in the steel industry. There has been some 
commendable effort where advertising campaigns by in- 
dividual companies have been intelligently conceived and 
executed, but in nearly all instances they have been con- 
fined to trade advertising rather than to the public. The 
public have a definite influence when it comes to the use 
of steel or any other materials. In the last analysis the 
public decide whether steel or some other materials will 
be used. Their influence and approval in the development 
and exploitation of markets is of outstanding importance. 
To disregard public opinion is to neglect the only influence 
that can make possible increased consumption. In these 
days of economic changes advertising is recognized as the 
principal power to be utilized in solving disturbing prob- 
lems. 


I AM not alone in holding to this conviction. It has been 
estimated that advertising appropriations during 1929 ex- 
ceed by 20 per cent those of 1928. That would seem to 
prove conclusively that most business men consider ad- 
vertising important. It is important just to preserve the 
present market of an industry, for without adequate ad- 
vertising substitute materials would soon nibble away at 
the market an industry justly occupies. 

Today the steel industry is confronted by competition 
from the producers of copper, aluminum and other sub- 
stitute products. Only because manufacturers outside the 
steel industry and on their own initiative have constantly 
been discovering new uses for steel, has it been possible 
for the steel producers to continue enjoying an expanding 
market yet blind to their full opportunities. That is why 
we find today some who still refuse to believe that the 
advertising of steel would either prove practicable or that 
it is necessary. This belief is inspired by production minds, 
minds which are ignorant of the benefits of rationalized 
output. 

In the past there has been little need for the exercise 
of selling effort, for the only problem was to produce the 
steel to meet voluntary demand. But today we are he- 
ginning to see changed conditions where demand must be 
stimulated if production schedules are to be maintained. 
The reason we hear so much about excess plant capacity 
is due to the fact we have neglected to apply a scientific 
study to our market problems. 

To permit continued excess plant capacities through 
failure to develop markets, forces a scramble for business 
at cost or less than cost to fill existing plants. Not in- 
frequently business is taken merely to keep plants running. 


Increased consumption and the development of new uses 
would remove the excess plant evil. As consumption in- 
creases, prices and profits should advance and prosperity 
become a realization. 

Mass production is predicated upon constant produc- 
tion, and it is expensive if the operation is halted or 
stopped. Under such a system it not infrequently hap- 
pens that 50 per cent of the cost of an article is due to 
plant stoppage, for that cost continues no matter whether 
the plant is in operation or not. That is why a plant is 
often encouraged to sell its output at a loss. It is that 
much more reason why we should take steps to cut those 
losses before they start, to appraise most carefully the 
absorptive capacity of the market for the article produced. 
If the planning is done correctly we can avoid the loss and 
insure the plant of continuous operation when keyed to 
meet the demand and not to exceed it. 


‘Bie are some companies still left which insist upon 
taking larger orders before it is realized that they are 
worth about as much as zero with the rim ripped off. It 
is difficult for such a management to admit that a million 
times nothing is still nothing. But with them the weeks 
will accumulate into months and the months into years 
while they are trying to find the profit from jobs sold at 
cost. If we are going to continue to put steel in great 
skyscrapers or bridges and pay for the privilege of doing 
so, then why would it not be better to go into the peanut 
business where we could get some real money for the 
peanuts we raised. The big distributors of cigarettes are 
today trying to find their profits in the sale of sandwiches. 
Their distress should give many of us food for thought. 

If we are going to reduce the level of selling steel to 
a mere bidding at auction for every job that comes on 
the market, then we must measure success by those who 
buy the greatest number of concessions and to whom we 
sell what we have bought. 

The price cutter of today writes the whole story on 
the price tag of tomorrow. The individual who insists 
upon price cutting as a means of obtaining his business 
is worse than a criminal. He is a fool. He not only 
pulls down the standing of his company—he not only pulls 
down his competitors—he pulls down himself and _ his 
whole industry. He scuttles the ship on which he himself 
is afloat. 

It is easy to cut a price, but it is difficult to reconstruct 
the price structure after it has once been pulled down. 
The constant lowering of prices is an endless process; it 
lowers us into a hole, the bottom of which has never been 
reached. The price cutter may be low today, but his com- 
petitor will see to it that he is not low enough tomorrow. 
In this downward trend of prices there comes a time when 
the selling prices are below the cost of production, profits 
are dissipated and business is being transacted at a loss. 
In this wild scramble for volume, industry must learn that 
distress lurks just ahead and the only remedy lies in the 
rationalizing of output. 

The large corporation, because of its supposedly vaster 
resources, cannot expect to win at such a game. When- 
ever the selling structure is lowered so that it focuses 
attention upon nothing but price, the large corporation is 
at a serious disadvantage because the small company has 
the ability to maintain personal contact with customers 
which is the balance of power often swinging the contract. 
That intimate contact, offering a specialized service, which 
a small concern holds out to customers, is a very tangible 
advantage held over the big unwieldy corporation. 

If pressure is constantly applied to maintain consump- 

(Continued on page 66) 
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Brooklyn Association Had 
Interesting October Meeting 


While attendance was light, what the 
meeting lacked in numbers was offset by 
the enthusiasm of those present and the 
character of the informal discussions be- 
tween members of the Brooklyn Hardware 
Association at their regular October meet- 
ing, held on Oct. 10 in the Johnston Build- 
ing, Nevins Street, Brooklyn. 

President Edward F. Daily opened the 
meeting and, after the usual business ses- 
sion, it was voted to postpone the reading 
of the second chapter of the analysis of 
“John Brown, Consumer,” until a larger 
representation of the membership was in 
attendance. 

Instead, an informal round table was 
conducted among the members, with 
President Daily and H. A. Cornell leading 
the discussions. Much helpful and edu- 
cational information was divulged, with 
the result that a profitable evening was 
passed by the dealers in attendance. 





Segal Lock & Hardware Co. 
Moves Business Offices 


Segal Lock & Hardware Co., Inc., has 
moved its business offices, including sales 
department, accounting and local shipping, 
from the factory at 55 Ferris St., Brook- 
lyn, N. Y., to new and larger quarters at 
12 Warren St., New York, N. Y. 

The New York City sales office of the 
Norwalk Lock Co., Norwalk, Conn., a sub- 
sidiary of the Segal organization, has also 
been moved to the Warren St. address. 





Henry C. Houck Passes Away 


Henry C. Houck, manager of the mer- 
chandise department of the General Elec- 
tric Co., Schenectady, N. Y., died at his 
home in Bridgeport, Conn., on Oct. 15 
after a long illness. Educated at Phillips 
Exeter Academy and the University of 
Pennsylvania, from which he was gradu- 
ated in electrical engineering in 1899, he 
entered the employ of the General Electric 
Co. in the fall of that year. 

In his 30 years of service with the com- 
pany Mr. Houck filled many important 
positions at Schenectady, Cleveland and 
Cincinnati, as well as Bridgeport, where he 
became manager of the merchandise de- 
partment in December, 1925. Mr. Houck 
was buried at Schenectady, N. Y. 





R. H. Ogle Dies—Was Shapleigh 
Hardware Co. Sales Executive 


Russel H. Ogle, general sales manager 
of Shapleigh Hardware Co., St. Louis, 
Mo., passed away in that city on Oct. 12 
after a brief illness. He was 59 years 
of age. 

Mr. Ogle had been connected with the 
Shapleigh organization since 1903, He was 
first a traveling salesman in Oklahoma and 
then a division sales manager. In recent 
years he became general sales manager, 
and in that position earned the admiration 
and respect of business associates and 
friends throughout the trade. 

Funeral services were conducted by the 
Masonic lodge of University City, a sub- 


urb of St. Louis, and burial was in the 
Valhalla Cemetery. 

Mr. Ogle is survived by his widow, a 
son, Joseph Ogle, and three daughters. 





J. L. Mahon, Sales Maneger 
The P. A. Geier Company 


James L. Mahon has been appointed 
sales manager of the P. A. Geier Co., 
Cleveland, Ohio. He succeeds H. C. 
Hammink, recently resigned. 





J. L. MAHON 


Mr. Mahon has been actively connected 
with the electrical industry for many 
years. He joined the P. A. Geier Co. 
in 1915 as advertising manager, and in 
1923 was given the additional duties of 
merchandising manager. In this position 
he supervised the junior salesmen. 

The Geier organization produces the 
Royal electric cleaner. 





Gale Store in Albion, Mich., 
Will Close Jan. 1 


A retail hardware business in Albion, 
Mich. that has been established and owned 
by one family for 73 years, will cease to 
exist on Jan. 1, 1930. 

The Gale hardware store at 307 South 
Superior Street, Albion, conducted by 
O. Harry Gale, is now preparing to dis- 
continue business. The building in which 
the store is located has been leased by 
Mr. Gale to a large chain store organi- 
zation, who will remodel and take posses- 
sion on Jan. 1. 

The business was established by George 
Gale in 1856. His son succeeded him three 
years later. In 1878 the business was sold 
to a cousin, who later turned it back to 
O. C. Gale. In 1890 O. C. Gale’s two sons, 
FE. C. and O. H., succeeded to the retail 
business, and several years later O. H. 
Gale took over his brother’s interest and 
has continued the store to date. He plans 
to retire from active business. 





Stanley R. Miller Is Dead 


Stanley Reinhart Miller, hardware mer- 
chant for many years of Newark, Ohio, 
died at his home in that city on Oct. 6, 
following a long illness. He was a promi- 
nent member of Masonic bodies and was 





49 years of age when he died. 





Chicago Retail Hardware Men 
Hold October Meeting 


One hundred and twenty-three members _ 
of the Chicago Retail Hardware Associa- 
tion attended the monthly meeting of that 
body on the night of Oct. 11 in the West 
Room of the Hotel Sherman, Chicago, III. 
About a dozen factory and wholesale rep- 
resentatives were present. 

Harry L. Fogleman spoke on “Selling 
from Behind the Counter.” Committee 
work was discussed. After the business 
session an entertainment program was pro- 
vided. 

The Nov. 8 meeting of the association 
will be addressed by Llew S. Soule, editor 
of Harpware AGE. 





Dwight C. Wheeler, President 
Acme Shear Company 


Dwight Clark Wheeler was recently 
elected to the presidency of the Acme 
Shear Co., Bridgeport, Conn. 

For about a quarter of a century, Mr. 
Wheeler has been actively identified with 
the company’s growth and development. 
He is a son of David Clark Wheeler, 
president of the company up to the time 
of his death in 1928. 

D. C. Wheeler is active in the civic 
affairs of Bridgeport, where he resides 
with his family. 





Kokomo Stamped Metal Names 
Faucette-Huston Company 


Kokomo Stamped Metal Co., Kokomo, 
Ind., has appointed Faucette-Huston Co., 
1009 Chattanooga Bank Building, Chatta- 
nooga, Tenn., as its representative in cer- 
tain Southern States. 

The Faucette-Huston organization travel 
West Virginia, Virginia, Tennessee, Mis- 
sissippi, Kentucky, Alabama, North and 
South Carolina, Georgia and Florida. 

Kokomo Stamped Metal Co. produces a 
large line of toys. 





F. L. Yarbrough Is Now 
With Rome Hardware Co. 


F. L. Yarbrough is now traveling for 
the Rome Hardware Co., wholesale dis- 
tributor of Rome, Ga. He will maintain 
his headquarters at Opelika, Ala., as here- 
tofore. 

For several years Mr. Yarbrough has 
been out of the territory which he will 
now cover for the Rome company. 


G. Scott Roberts Dead—Was 
Carlin & Fulton Co. Executive 


On the morning of Oct 9, G. Scott Rob- 
erts, general manager and a member of the 
firm of The Carlin & Fulton Co., whole- 
sale distributors of hardware at 309 W. 
Redwood St., Baltimore, Md., passed away 
in the University Hospital of that city. 
His death resulted from a cerebral hemor- 
rhage. Mr. Roberts was 53 years of age. 

Mr. Roberts was born and lived in Balti- 
more throughout his life. For more than 
30 years he was associated with The Carlin 
& Fulton Co. He had many friends 





throughout the wholesale and retail trade. 
He is survived by his widow, two daugh- 
ters, a son and other relatives. 
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N. Y. Merchants Association Pro- 
tests Tariff Bill Section 


Seventy-five importers, exporters, manu- 
facturers and retailers, including some of 
the largest concerns in the United States, 
joined at a public hearing held by the 
Merchants’ Association of New York, 
N. Y., on Wednesday, Oct. 9, in protest- 
ing the provisions of Section 526 of the 
pending tariff bill which would make it 
unlawful to import into the United States 
any merchandise of foreign manufacture 
bearing either a trade-mark registered in 
the United States and owned by a United 
States citizen, or an American patent 
notice. 

The fullest opportunity was given any 
of those attending the hearing who might 
wish to express themselves in favor of 
Section 526, yet after twenty or more 
speakers had joined in denouncing the pro- 
posal, not a single person could be located 
who was willing to undertake a defense 
of the section. Among the organizations 
which took part in the hearing at the in- 
vitation of the Merchants’ Association were 
the Chamber of Commerce of the State 
of New York, the Patent Division of the 
American Bar Association, the American 
Exporters and Importers’ Association, the 
National Council of American Importers 
and Traders, and the New York Patent 
Law Association. 

At the conclusion of the hearing it was 
announced that in consequence of the 
unanimous expression of opinion, the Mer- 
chants’ Association would begin at once 
a vigorous campaign, nation-wide in char- 
acter, ‘calculated to impress on all Senators 
and Representatives the danger to Ameri- 
can business of enacting the section in its 
present form. It is expected that the five 
organizations represented at the hearing, 
and many other commercial bodies through- 
out the United States, will join in the 
movement, which has as its aim the res- 
toration of the section to the form in 
which it was passed by the House of Rep- 
resentatives. The Chicago Association of 
Commerce, the Jersey City Chamber of 
Commerce, and the San Francisco Cham- 
ber have already lined up with the Mer- 
chants’ Association. 





Glasgow-Allison Distributing 
Sparton Radio in Carolinas 


Glasgow-Allison Co., hardware jobbers 
of 216 N. College Street, Charlotte, N. C., 
announces that it has been appointed dis- 
tributor in the western half of North and 
South Carolina for the Sparks-Withing- 
ton Co., Jackson, Mich., manufacturer of 
Sparton Radio. 

L. J. Crouch, who has for many years 
been identified with the hardware jobbing 
business in Charlotte, is in charge of the 
Glasgow-Allison radio department. Charles 
D. Abbott, formerly of Jackson, Mich., 
is supervising the service department. 





Aluminum Industries Appoints 
R. E. McGill and E. R. Brazel 


Vice-President and General Sales Man- 
ager F, J. Glennon, of Aluminum Indus- 
tries, Inc., Cincinnati, Ohio, announces the 





appointment of Robert E. McGill and 
Edward R. Brazel as western manager 
and district manager respectively, with 
headquarters at the company’s branch in 
San Francisco, Cal. 

Mr. Glennon has also announced the 
appointment of twenty-five new jobbers 
for the distribution of the 48 products 
manufactured by the company. 





Western Cutlery Expert Visits 
Eastern Factories 

Charles G. Putnam, who for many years 

has represented Wiebusch & Hilger, Ltd., 


in the Pacific Coast territory, is a visitor 
to New York. Mr. Putnam’s west coast 








CHARLES G. PUTNAM 











headquarters are in the Sheldon Building, 
San Francisco, Cal. He is a native-born 
Californian and is very well known among 
hardware circles throughout the entire 
Pacific Coast territory. 

While east he is visiting the following 
factories represented by Wiebush & Hilger : 
John Russell Cutlery Co., Turner Falls, 
Mass.; Otto Roth, Inc., Newark, N. J.; 
J. F. Henry Mfg. Co., Hamden, Conn.; 
Utica Cutlery Co., Utica, N. Y.; Acme 
Shear Co., Bridgeport, Conn.; Newark 
Clock Co., Newark, N. J.; Keiser Mfg. Co., 
Reading, Pa., and the American Shearer 
Co., Nashua, N. H. 


Lionel Corp. to Sponsor Radio 
Program for Boys 


Starting on the evening of Nov. 8, the 
Lionel Corp., 15 East Twenty-sixth Street, 
New York, N. Y., will sponsor a radio 
broadcasting period, designed to be of 
unusual interest. “Uncle Don,” well 
known radio entertainer of children, will 
organize Uncle Don’s Lionel Engineers 
Club. 

The broadcasting period will be on suc- 
cessive Friday nights, starting with Nov. 
8, at 6.30 p. m, eastern time. It is esti- 
mated that the program will reach most 
of the families in the United States, as 
Station WOR and its affiliated chain of 
stations will be used. 





Smith Bros. Hardware Co. Sold 
to J. B. Pergrin and Associates 


Controlling interest in the Smith Brothers 
Hardware Co., wholesale distributors in 
Columbus, Ohio, has been sold to James 
B. Pergrin and his associates of Akron, 
Ohio. Mr. Pergrin is president and treas- 
urer of the Central Hardware & Factory 
Supply Co. of Akron. 

The Smith Brothers Hardware Co. is 
one of the oldest and largest wholesale 
hardware establishments in the country, 
having been in existence since 1891. It 
has assets of nearly $2,000,000. All the 
company’s officials will remain with the 
organization with the exception of D. E. 
Mooney, president, and Charles S. Robin- 
son, vice-president. Both will retire from 
business. 

Mr. Pergrin will assume the presidency 
of the Smith Brothers Hardware Co., and 
the vacancies on the board will be filled by 
his associates. 

In announcing the completion of the 
transaction, Mr. Pergrin recalled how, 
when he was operating a small retail store 
in Belle Center, Ohio, he purchased his 
first bill of goods from Mr. Mooney, who 
at that time was traveling for the Colum- 
bus concern. 

It was in 1916 that Mr. Pergrin went 
to Akron from Columbus and took over 
what was then the Central Hardware & 
Stove Co. This large retail business has 
been enlarged until it now includes the East 
Akron Hardware Co., formerly operated 
by Pfarr & Hobart, and the Star Hard- 
ware & Tool Co. South Howard St. 
Akron. 

Mr. Pergrin has been active in the civic 
affairs of Akron, where he has resided 
with his family at 1129 Delia Ave. 





Lou Rhodes, of Wooster Brush, 
Writes from Shanghai, China 


According to word just received from Lou 
Rhodes director of bristle operations of 
The Wooster Brush Co., Wooster, Ohio, 
from Shanghai, China, recent disturbances 
there are having their effect on travel. Mr. 
Rhodes states that traveling is very much 
harder and more uncomfortable than it has 
been on his previous bristle trips in the 
interest of his company. He especially 
mentions Mukden, China, and says that 
when one gets away from his hotel or a 
few offices it is almost impossible to find 
anyone who can speak or understand Eng- 
lish. All instructions must be given the 
risksha boys in Chinese at the hotel or 
wherever one was starting from, and then 
most likely these boys would forget and 
take one to the wrong place. 

Mr. Rhodes states that things are more 
or less upset on account of the threatened 
troubles with Russia, which is only a couple 
of hundred miles from Mukden, and that 
soldiers were in evidence everywhere, be- 
ing sent to the front. Soldiers drilling, 
marching, and trainloads of them, together 
with armored cars, machine guns, and 
tanks, are now a common sight in China, 
according to Mr. Rhodes, who is spending 
several months in the bristle centers of that 
country from which The Wooster Brush 
Co. secures about 85 per cent of its bristles 
for paint brushes. 
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Knust Heads Editorial Service 
of Save the Surface Campaign 


A. D. Graves,:chairman of the execu- 
tive committee of the Save the Surface 
Campaign, 18 East 41st St., New York, 
N. Y., announces the 
William Knust, advertising manager of 
the National Lead Co., as chairman of 
the subcommittee on “Editorial Service,” 
succeeding Frank J. Byrne, publicity di- 
rector of the du Pont Company, who has 
been chairman since the inception of this 


appointment of 


activity. 

Mr. Knust has been connected with the 
National Lead Co., New York, N. Y., for 
the past 20 years, and his work is well 
known. He served as chairman of the 
1928 Advertising and Sales Managers’ 
Conferences. Mr. Knust comes to the 
campaign with experience in the news- 
paper and periodical field, which will be 
of material assistance in furthering the 
campaign’s service to editors. 

Frank J. Byrne, his predecessor, has been 
an outstanding factor in organizing the 
Save the Surface Campaign’s present de- 
partment. Working with Ernest T. Trigg, 
he “sold” the idea to the industry and went 
to work immediately on a committee to 
carry out the work. Mr. Byrne is re- 
sponsible for the present effectiveness of 
the Editorial Service, and has given un- 
selfishly much of his time and effort. 


Edward Hughes with Copeland 
Edward Hughes is the new works 
manager of the Copeland Products, Inc., 
Detroit, Mich. He is well known as a 
ccnstruction engineer and designer. 





P. Q. White of Wooster Brush 
Is Recovering from Illness 


The many friends of P. Q. White, mem- 
ber of the board of directors of the 
Wooster Brush Co., Wooster, Ohio, and 
for many years one of the company’s 
field representatives, will be interested to 
know that Mr. White is improving from 
a recent illness which has confined him 
in the Ford Hospital at Detroit for some 
weeks. 

It is doubtful, however, whether Mr. 
White will be able to resume his activities 
in the trade for a considerable time to 
come. 





Ohio Varnish Co. Promotes 
James J. Donnelly 


James J. Donnelly is now the director 
of sales and advertising for the Chi Namel 
Division of the Ohio Varnish Co., Cleve- 
land, Ohio. 

Previous to Oct. 1, Mr. Donnelly was 
for five years the advertising manager 
of the company and for five years prior 
to that the sales manager. His new duties 
comprise both sales and advertising. 














E. S. Phillips Speaks to Paint 
Men Convening in Washington 

Elliot S. Phillips, president, Devoe & 
Raynolds Co., Inc., New York, N. Y., 
addressed the opening business session of 
the annual convention of the American 
Paint and Varnish Manufacturers’ Asso- 
ciation in Washington, D. C., on Oct. 15. 

The following day the Institute of Paint 
and Varnish Research in Washington, 
D. C., was dedicated. This building will 
be used for the research work of the asso- 
ciation and was dedicated to the memory 
of the late Norris B. Gregg, for many 
years an active worker of the association. 
Mr. Gregg was vice-president of the 
National Lead Co. 


E. C. Rueckel Heads Columbus 
Paint, Oil & Varnish Club 


Emil C. Rueckel, of the Columbus, 





Ohio, branch of the Pittsburgh Plate 
Glass Co., Pittsburgh, Pa., has been 
elected president of ‘the Columbus Paint, 
Qil & Varnish Club. F. M. 
the American Zinc Oxide Co., was elected 
vice-president; Harold D. Bishop, of the 
Fred C. Perkins Co., secretary; A. E. 
Noe, also of the Fred C. Perkins Co., 
assistant secretary, and Harry Kindle, of 
the Sherwin-Williams Co., treasurer. 
John C. Newton, of the Marietta Paint & 
Color Co., was elected a director for a 


3arton, of 





three-year term. 


Federal Reserve Returns Show 
Sept. Trade Totals Normal 


With more complete reports on Sep- 
tember trade results now available, it be- 
comes definitely known that sales were 
only nominally good. The Federal Reserve 
Board recently issued figures on depart- 
ment store sales for the month of Sep- 
tember, which disclosed that the increase 





fcr the country as a whole was merely 


2 per cent. Wide variations were apparent 


both by districts and within districts. The 


increases ranged up to 5% per cent for 
the Kansas City reserve district, while the 
largest decline, of 5.2 per cent, was in the 
Minneapolis territory. There were 224 
stores reporting gains and 305 reporting 
declines in sales for the month. 

The Woolworth chain, which gives com- 
parisons on trade done by the older stores, 
reported a decline of 1.7 per cent for the 
whole system and a drop of almost 6 per 
cent for the old units. 
the chains increased their volume less last 
month than their previous averages. One 
Saturday less in the month than last year 


A good many of 





was offered as an explanation. 





Southern Jobbers Auhegeed 
16 Trade Practices, Oct. 18 


Sixteen trade practices governing the 
Southern hardware jobbing industry were 
adopted here on Friday, Oct. 18, at a con- 
ference of the Southern Hardware Job- 
bers’ Association, held with Commissioner 
Garland S. Ferguson, Jr., and Trade Prac- 
tice Director M. Markham Flannery of the 
Federal Trade Commission. The rules 
adopted covered a wide range of subjects 
and are designed to insure ethical prac- 
tices within the industry in the South as 
well as to protect it from unfair methods 
of competition from outside its area. It 
was estimated by President Harry Black 
of the association that 90 per cent of the 
sales made in the 14 Southern States af- 
fected was represented by those who ac- 
cepted the rules either directly or by proxy, 
including among the latter members and 
non-members of the association who are 
unable to be present at the conference. 
There were about 45 in attendance. 

In a preliminary statement preceding 
action on the rules, Mr. Black pointed out 
that methods of hardware jobbers in the 
Southern States differed from those of 
jobbers in the Northern States. It was 
explained that the latter jobbers often can 
do a very large business on a compara- 
tively small capital investment since they 
are in close proximity to the manufac- 
turer, making it unnecessary to carry the 
large stocks and maintain the large ware- 
houses that are necessary for Southern job- 
hers. One difficulty the Southern jobbers 
face, Mr. Black said, comes from national 
jobbers wh® through their salesmen invade 
customers of the Southern hardware job- 
bers and sell certain commodities at prices 
lower than the regular market. This prac- 
tice, it was said, forces Southern jobbers 
to sell without profit and often with loss. 
The practice was declared to be uneco- 
nomical and to be a violation of the law, 
in that it reflects discrimination in price 
that is less than the local price. 

The rules adopted will be submitted to 
the commission as a whole and will be 
passed upon it before they are officially 
promulgated as a code for the Southern 
hardware trade. The rules adopted include 
the following topics: Interference with 
contracts; misbranding; fraud and misrep- 
resentation; substitution of quality; giving 
of secret rebates, gratuities or premiums; 
selling below cost or without profit; arbi- 
tration; defamation of competitors; entice- 
ment of employees; definition of qualified 
distributor; datings; continuation of con- 
ference; dumping; price discrimination and 
terms of sale. 


R. Frey Leaves Century Glass 


Raymond Frey has resigned as vice- 
president, secretary and manager of the 
paint department of the Century Glass & 
Paint Co., Cleveland, Ohio. 

No announcement has been made as to 
his future plans or relative to his succes- 
sor. 





























HARDWARE AGE for OCTOBER 24, 1929 





Hardware Men Prominent in Subduing Prison Outbreak 


(Continued from page 24) 


was admitted into the main office. Warden Crawford was 
in Colorado Springs. Deputy Warden Green was in charge. 
Everything was in a turmoil. Shots were being fired from 
every angle! Several of the guards on the wall towers 
had been killed. The prisoners were in full control of the 
inside of the prison, holding every guard a captive. The 
situation was such that no one knew what would happen 
next. The firing, to a certain extent, ceased, as all on the 
inside were under cover. 

“We were stationed with rifles waiting to see what the 
next move of the prisoners would be. We did not wait long 
until clouds of smoke began pouring from the building 
in which is located the dining-room, chapel, library and 
offices. Cell house No. 1 and No. 2 were joined to this main 
building and filled with prisoners. The leaders of this mob 
were in cell house No. 3 at the time. They gave one guard 
permission to liberate the inmates of the two cell houses 
that were doomed to burn. The prisoners filed out the doors 
and were directed to march to the bull pen, an open space 
which is used as a recreation ground. There were hundreds 
of them in this open space, and although being trusties they 
were covered with rifles, and not allowed to leave. 

“The bringing in of the murdered guards, the fire, the 
constant shooting all added to the horror of the situation. 

“The next high light was when the warden arrived, and 
a messenger was sent to the front office from Danny 
Daniels, their leader, to tell the warden that they had 
twelve guards captive, and unless he would promise to 
have three automobiles equipped with gas and oil in perfect 
condition driven to cell house No. 3 at dark, and promise 
them full protection out of the walls, they would begin 
shooting these guards one at a time until their demand was 
carried out, or all the guards were killed. They also sent 
word that they had plenty of guns and ammunition to carry 
out their threat, and to protect themselves in case they 
sent men in to try and get them. 

“Warden Crawford said absolutely nothing doing! His 
advisers were divided as to what he should do. However, 
he did the only thing to be done—stood pat against them 
all, cons and advisers! 

“What the warden went through was enough to drive one 
crazy. 


6é 

i fell my lot, in trying to be of some assistance, to 
have charge of his office door. A conference was being 
held with some of the highest military men in the State, 
sheriffs and men of the highest standing. They were dis- 
cussing the proposition from every angle. Some were with 
him, others against the stand he had made, but he did not 
give an inch. The warden knew the leaders of the riot. 
He knew they had everything to gain with power to murder 
as many as they chose. 

“About seven o'clock in the evening, one lone shot was 
heard in cell house No. 3. In a short time four convicts 
came to the west gate carrying the first guard they had 
murdered in cold blood. At eight another was carried out, 
and the situation was almost at a breaking point. The west 
gate faced toward cell house No. 3 where these leaders were 
banded together with nearly two hundred other convicts. 
At the west gate were two machine gun squads and about 
fifty of us with rifles, and a barrage was started on the cell 
house. There was probably a thousand shots fired. 


“The next move that was figured out, was to plant 
dynamite under the wall of this cell house. 
got into a car and drove to the store. 
and everything necessary to carry out this plan. 


Three of us 
We got powder 
We took 


the powder to the west gate and prepared it to set off. 
Father Patrick O’Neal, a priest, took this powder inside 
and placed it against the wall. He went in under a barrage 
of machine gun and rifle fire, but he did the job. He came 
out and the powder was set off by an electric battery on 
the outside. Following this, tear bombs were thrown into 
the building which finished the morale of the leaders. The 
shooting had been going on at intervals from nine o’clock 
in the evening until the tear gas was thrown in at three 
o’clock in the morning. 

“One of the messengers that had been sent out in the 
afternoon came out with the word, that in case they could 
not win their demands and found that they were beaten, 
they would never find a man alive in the bunch. They 
stated they would kill themselves before they would give 
up. If this should be the case, they would also kill every 
guard they held captive. 

“As no one knew what to do, the situation became more 
tense. There was an armored car on its way from Denver, 
also a tank and artillery. So it was decided to wait until 
this arrived. During this pause we all stood about the 
west gate, which is located about two hundred feet from 
the end of cell house No. 3, wondering what effect the 
tear gas would have. It did not take long te figure the 
effect, for within a short time we heard one shot in the cell 
house. Following at short intervals seven more shots were 
fired, and we, who had heard the threats of the leaders, 
felt confident that it was over. However, there was no 
way of finding out. 


66 

2 armored car soon pulled in. The car then was 
driven to the west gate, but had only gone a short way when 
one wheel slipped into a ditch and the car was stuck. 

“All that could be done then was to patiently wait for 
the tank and artillery to arrive. When they arrived, it was 
all over, as we learned at daylight, when one of the guards 
came to the west gate with the news that all were dead. We 
were admitted and walked to the side entrance to the cell 
house. After they had taken out about two hundred 
prisoners who had been held captive there during the raid, 
we entered the building. Destruction was visible on every 
side. Lying on the floor were the guards in pools of 
blood where they had been shot down without a chance in 
the world to defend their lives. Around the corner in 
cell number one lay three of the leaders. Danny Daniels, 
the leader, was lying in the doorway. 

“When they found, at three o’clock in the morning, that 
they had lost the fight Daniels started on his cold blooded 
killing. After the guards were all thought to be dead he 
went to his three pals who stood up and allowed him to 
shoot them down like dogs. He then turned the gun on 
himself. 

“When one stood in this cell house and looked around, it 
was impossible to conceive of such a horrible thing. At one 
o'clock in the afternoon all was well, but at seven the next 
morning sorrow filled the hearts of every man, woman 
and child in Canon City. The thousand convicts who had 
nothing to do with this tragedy were, you might say, 
homeless, as the fire had in hundreds of cases burned up 
everything that was of interest to them. 

“The damage to the State of Colorado amounted to prac- 
tically $500,000. The leaders of the plot are dead. They 
gained nothing but have left a memory that will go down 
in history as this outbreak was one of the most cold blooded 
orgies ever known in the country.” : 
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Two Everedy Bottle Cappers 


Two new bottle cappers of the “arbor 
press” type, with several new and ex- 
clusive features are being offered to the 
trade by Everedy Co., Frederick, Md. 

The first of these, known as Gear Top 
Sr., is illustrated. It has a spring lift 
handle which automatically raises the han- 
dle and capping throat after each bottle 














is capped. It has also a patented cap- 
ping throat which is said to signal the 
user through its “feel” when the capping 
operation is completed. By throwing the 
handle all the way back, the capper may 
be quickly adjusted to crown perfectly any 
size bottle up to a full quart. 

The handle has a comfortable wood 
grip, finished in red lacquer. 

The second capper—Gear Top Jr.—is 
similar to Gear Top Sr., but has a plain 
steel bar handle and does not have the 
spring handle lift. 





Two Electric Screw Drivers 


An important addition to the popular 
line of Stanley electric tools has been 





recently announced. Two electric screw 
drivers, No. 1 and No. 2, have been added 
to the line. 





Designed similar to the Stanley electric 
drills, these screw drivers have a smooth, 
compact construction with ample power. 





These drivers have a positive clutch in 
the spindle which disengages when pres- 
sure is released. No. 1 Driver, capable 
of driving screws up to 2 in., No. 12 size. 
No. 2 Driver capable of driving screws 
up to 3% in. long, No. 16 size, lag screws, 
5/16 in. x 4 in. long, and bolts*and nuts 
up to % in. 

Universal motors, ball bearings and 
other features are the same as in Stanley 
electric drills. A full line of screw driver 
bits can be furnished for use in these 
tools. 

Full information on these new screw 
drivers may be obtained from the Stanley 
Rule and Level Plant, New Britain, Conn. 


The Pony Wrench Set No. 4000 


Stevens Walden- Worcester, Inc., 
Worcester, Mass., has placed on the mar- 
ket a handy, compactly steel boxed socket 
wrench set with a range of 3% to % inches, 
and a convenient selection of slender but 
strong handles. 

The sockets, made of chrome molyb- 
denum steel, are exceptionally small, thin- 








walled, yet are as strong as sockets of 
the ordinary type, says the manufacturer. 
They are the double-hex type. There are 
five sockets, three double and _ socket 
wrenches. There is a brace handle, a 
tee handle, a screw driver handle and 
an offset handle, together with an exten- 
sion bar and universal joint. 

All handles in this Pony Wrench Set 
No. 4000 are finished in cadmium plate 
and the sockets in straw colored gun 
metal. 


The Comco Weed Puller 


A weed puller, designed to 
pull out dandelions and other 
similar weeds by their roots, 
has been placed on the mar- 
ket by J. Oliver Johnson, Inc., 
946 West Huron Street, Chi- 
cago, Ill. This organization 
states that the Comco weed 
puller will work in hard or 
soft ground and is practically 
unbreakable with ordinary use. 
It is a strongly constructed 
tool. All metal parts are black 
enameled. The handle and 
shaft are made of straight 
grained maple, 32 in. long. 
Weight per doz., 17 Ib; 
packed 12 to a bundle. 





Buffalo Lamp’s New Products 


Buffalo Lamp & Mfg. Co., 344 Ellicott 
Street, Buffalo, 'N. Y., has placed several 
new items on the market recently. : 

Various sizes of steak planks are in- 
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cluded among the new items. These have 
an oak board, with metal tray and handles. 
The board is grooved to allow for the 
collecting of juices. The steak planks can 





be furnished nickel-plated or polished cop- 
per, silver-plated. Available in sizes 6 by 
8 in. to 12% by 20% in. 

The company has also produced an oat- 
meal and soup warmer. The oatmeal 
warmer is made of metal, 6 in. in diameter 
and available with or without a cover. 
The soup warmer is 714 in. in diameter 
and is also available with or without a 
cover. 





Copperweld Clothes Line Wire 


Copperweld Steel Co., Glassport, Pa., 
is offering a pliable tinned copper clothes 
line wire which has a soft steel core. This 
clothes line is said to be ideal, as it is 
rust-proof, clean, strong, pliable and per- 
manent. 

This clothes wire need never be taken 
down. It can ‘be permanently attached to: 
poles, etc., and need only to be wiped off 
with a damp cloth before being used. 











Packed in a three-colored carton; 100 ft. 
of wire to a carton and 12 cartons to a 
case. 

The copper coating is permanently weld- 
ed to the steel core and is then covered 
with a smooth layer of heavy tine, making 
a pleasing and practical surface. 








UI 
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GENERAL MARKET NEWS 








Hardware Demand Gains Impetus 


NEW YoRK, Oct. 23.—Accelerated by a good early demand for 
holiday goods and seasonable merchandise the normal activity in 


hardware has gained impetus. 


This improvement in the general 


situation is noted in the reports received from leading market cen- 


ters. 


Moderate weather has retarded orders for seasonal lines in 


some sections, but the first cold snap will produce genuine activity. 

Toys, cutlery, electric appliances, juvenile vehicles, silverware, 
Christmas tree lights, hollow ware, sporting goods and tools all 
share in the improved demand for holiday goods. 

Most factors are considered favorable to a very satisfactory sales 
volume during the last quarter of 1929. 

Prices have a firmer tendency in some instances, although all re- 
cent price changes have been minor in character. 

Collections continue to maintain a normally good average. 





Freight Volume Sets Record— 
3.5 Above Previous Week 


Reports recently received by the Bureau 
of Railway Economics, and made public on 
Oct. 15, disclose that Class 1 railroads in 
the first eight months of 1929 handled the 
greatest volume of freight traffic on record 
for any corresponding period. 

Freight traffic for the first eight months 
of 1929 totaled 325,388,114,000 net ton 
miles, an increase of 11,030,634,000 net 
ton miles, or 3.5 per cent over the previ- 
ous high record of any corresponding 
period, established in the eight months 
of 1927. It also was an increase of 19,- 
821,320,000 net ton miles, or 6.5 per cent 
above the eight months of 1928. 


Farm Price Level Lower Due 
to Live Stock Drop 


The general average of prices received 
by farmers, which had advanced 8 points 
between June and August, declined 2 points 
from Aug. 15 to Sept. 15, according to the 
Department of Agriculture on Oct. 15. 
The decline was due largely to lower prices 
of live stock. 

Lower live stock prices in prospect for 
the next few weeks may continue to keep 
the general average below the August peak, 
but it is likely to be higher than at pres- 
ent in the early part of next year, it was 
said. 

The general average of prices received 
by producers was 2 points lower on Sept. 
15 than on Aug. 15, as indicated by a 
decline in the index of farm prices, and 
dairy and poultry product prices were more 
than offset by lower live stock prices. 

Prospects for the major farm products 
discussed in this report suggest that con- 
tinued weakness in live stock prices may 
again offset the seasonal advances of other 
products in the immediate future, but that 
the general average is likely to be higher 





than at present in the early months of next 
year. 





U. S. Bank Clearings Show Gain 
in Yearly Comparison 


Bank clearings in the United States for 
the week ended Oct. 10, as reported to 
Bradstreet’s Journal, aggregated $14,602,- 
264,000, as against $16,750,231,000 last week 
and $11,754,377,000 in this week last year. 
There is here shown a decrease of 12.8 
per cent from last week, but a gain of 24.2 
per cent over the like week a year ago. 
Canadian clearings aggregated $414,334,- 
000, against $468,308,000 last week and 
$378,848,000 in this week -last year. 





Tire Makers Raise Prices— 
Effective October 14 and 15 


The General Tire & Rubber Co. and the 
B. F. Goodrich Co., both of Akron, Ohio, 
announced Oct. 15 upward divisions in 
their price list to dealers in response to 
the slight advance initiated on Oct. 14 by 
the Goodyear Tire & Rubber Co. 

The General Tire & Rubber Co., which 
maintains its own system of retail tire 
stores, advanced service station prices to 
the public 10 per cent, applicable to the 
standard passenger pneumatic sizes, and 
revised bus and truck balloons upward 
from 20 to 22 per cent. 

The United States Rubber Co. stated 
that it would effect upward revisions in 
its list prices to dealers either Oct. 16 
or Oct. 17, but that it had not decided 
upon the extent of the advance. 

The B. F. Goodrich Co., however, issued 
a price list which about met the 1 per cent 
average advance named by Goodyear to 
dealers. Dealers of the companies in- 
volved, excepting General, will be granted 
permission enabling them to make large 
advances to the public, it was believed here, 
possibly to the extent named by General 
Tire. 





Secty. Lamont Is Optimistic Over 
Foreign-Domestic Trade 


In a statement issued at Washington on 
Oct. 14, Secretary of Commerce Robert P. 
Lamont expressed the view that an in- 
crease in our foreign trade of about 10 
per cent will be shown in the final figures 
for the year. This statement was based 
on the import and export figures for the 
first eight months of 1929. Exports so 
far this year have run 9 per cent over 
1928, while imports show an increase of 
9.5 per cent, with no indication that these 
levels will vary in the immediate future. 

Coincident with our increasing foreign 
trade, the Secretary commented, has been 
the maintenance in domestic industry of 
the high level which has been marked in 
recent years. Production of pig iron and 
steel ingots, usually regarded as an actual 
reflector of industrial conditions, he point- 
ed out, has been more than 17 per cent — 
greater than last year; silk deliveries in- 
creased more than 9 per cent, while con- 
sumption of other textile fibers registered 
appreciable gains. Automobile production 
for the first eight months was the great- 
est on record, and there have been notice- 
able increases in employment and payroll 
totals, retail trade, dividend and interest 
payments, which showed a gain of 12 per 
cent, and sales of life insurance, while de- 
faulted liabilities of failing business firms 
were 11 per cent less. 





Revenue Freight Loadings 
Decline Week Ended Oct. 5 


Loading of revenue freight for the week 
ended Oct. 5 totaled 1,179,047 cars, the 
car service division of the American Rail- 
way Association announced Oct. 15. 

Compared with the corresponding week 
last year, the total for the week of Oct. 5 
was a reduction of 7985 cars, but an in- 
crease of 76,053 cars over the correspond- 
ing week of 1927. The total for the week 
of Oct. 5 was a reduction of 23,064 cars 
under the preceding week this year, with 
reductions being reported in the loading 
of all commodities except grain and grain 
products and live stock. 





Bank Debits Are Lower Than 
Preceding Week 


Debits to individual accounts, as report- 
ed to the Federal Reserve Board by banks 
in leading cities for the week ended Oct. 9, 
aggregated $19,912,000,000, or 12 per cent 
below the total reported for the preceding 
week and 22 per cent above the total re- 
ported for the corresponding week of last 
year. 

Aggregate debits for 141 centers, for 
which figures have been published weekly 
since January, 1919, amounted to $18,939,- 
000,000, as compared with $21,628,000,000 
for the preceding week and $15,423,000,000 
for the week ended Oct. 10 of last year. 
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CHICAG 


Last Quarter Trade Receives Excellent Start 


+ , ; 

‘ Some Prices on Spring Futures Are Lower 

(Chicago office of HARDWARE AGE) Double Bar Motor-Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $22.60. 


CHICAGO, Oct. 22.—The fourth quarter of 1929 looks like one of 


the brightest hardware periods in recent years. 


With the exception 


of a few items arbitrarily influenced by the season, wholesale trade 
here has been gratifying. The second half of the year has done 
much to overcome the tendency toward sluggishness that character- 
ized some of the months of the-first half. 

Holiday business has started off with a rush, particularly with 


respect to juvenile goods. 


A larger section than ever of the retail 


trade furnishes evidence in the form of advance orders that it in- 


tends to profit from the annual influx of holiday shoppers. 


Toys, 


household goods and all sorts of gift merchandise are moving in 


great volume. 
the fall demand. 


Most of the seasonal staples are doing well. 


Radio and electrical equipment are participating in 


Spring orders for 


wire cloth are beginning to come in at the new 1930 prices, consid- 


ered low. 


Production of steel sheets in the Chicago district is catch- 


ing up with demand and prices hold fairly firm, although eastern 


mills show a disposition to grant concessions. 


Nails and wire are 


gathering volume in a low, rather unsteady market. 

Poultry netting futures are being booked at the new reduced prices 
for 1930. The excellent movement of prepared roofing continues. 
The early gun trade was good and ammunition demand is following, 
although margins are narrow. Fall sporting goods in general show 
normal activity. Anti-freeze solutions are still slow. Builders’ 
hardware is attracting somewhat more interest than usual. 





ALARM CLOCKS.— Pre-holiday de- | active. 


mand is particularly strong for col- 
ored clocks. They are expected to con- 
tinue active until Christmas. No price 
changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Big Ben, plain dial, $27.48 per doz.; 
Big Ben, luminous dial, $37.92 per 
doz.; Big Ben, De Luxe Nickel, $31.68 
per ‘doz.; Big Ben, De Luxe Nickel, 
luminous dial, $42.24 per dozen; Big 
Ben De Luxe colored, plain dial, 
$31.68 per doz.; Big Ben, colored, 
luminous dial, $42.24 per doz.; Baby 
Ben, plain dial, $27.48 per doz.; Baby 
Ben, luminous dial, $37.92 per doz.; 
Baby Ben De Luxe, nickel plain dial, 
$31.68 per doz.; Baby Ben De Luxe, 
nickel, luminous dial, $42.24 per doz.; 
Baby Ben De Luxe, colored plain dial, 
$31.68 per doz.; Baby Ben De Luxe, 
colored luminous dial, $42.24 per doz.; 
American, plain dial, $12.60 per doz.; 
American, luminous dial, $18.96 per 
doz.; American Colored Clocks, $12.60 
per doz.; Sleepmeter, plain dial, $16.80 
per doz.; Sleepmeter, luminous dial, 
$25.20 per doz.; Ben Hur plain dial, 
$21.12 per doz.; Ben Hur, luminous 
dial, nickel, $29.52 per doz.; Ben Hur, 
plain dial, colored, $21.12 per doz.; 
Ben Hur, luminous dial, colored, 
$29.52 per doz.; Tiny Tim, nickel or 
colored finish, $18.00 per doz. New 
Model Pocket Ben Watches, $12.60 
per doz.; New Model Pocket Ben 
Watches, luminous dial, $18.96 per 
doz. Lots of 2 dozen or more, all one 
kind or assorted, are subject to an 
extra discount of 2% per cent. In 
lots of 6 dozen or more, all one kind 
or assorted, are subject to an extra 
discount of 5 per cent. Westclox and 
Watches, plain and luminous dials, 
may be assorted to obtain quantity 
discounts. 


AUTOMOBILE ACCESSORIES.—An- 
ti-freeze futures did not develop heav- 
ily, nor is current business in solutions 





Equipment is seasonally slug- 
gish. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; , 538c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 314, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 314, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2. 70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal. in less than full case 
lots; in full case lots, $3.60 per gal. 


1% in., cylinder, 


AXES.—Fall sales are normally active. 
Prices continue unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


First quality axes, single bit, han- 
dled, 3 to 4 Ib., $1 8.75 to $20.00 per 
dozen: double bit, $23.75 to $25.00 per 
doz. Competition grade, single bit, 
handled, 3 to 4 Ib., $15.60 per doz. 


BICYCLES.—Trade 
continue unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 


is quiet. Prices 








BOLTS AND NUTS.—Demand is good, 
though volume does not show a great 
deal of improvement over last year. 
Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, per cent discount. 
All discounts are quoted from ‘‘full 
case”’ lists. 


BOTTLING SUPPLIES.—This line is 
rather inactive in accord with the sea- 
son. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single bottle washer, $4.75 each; 
double bottle washer, 2.75 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
lots, 154%c. per gross; syphon hose 


sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 
BUILDERS’ HARDWARE.—Improve- 


ment is seen in the demand for this 
line. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

31% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


CARPET SWEEPERS.—No break has 
come in activity which promises to keep 
up until the first of the year. Prices 
firm. 


JOBBERS’ "QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Bissel’s ‘Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.; Univer- 
sal, nickeled, $46.00 doz.; Grand 
Rapids, Japanned and colors, $44.00 
doz.; Grand Rapids, nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN.—Market is becoming firmer; 
smaller manufacturers, it is said, are 
swinging into line on prices. Volume is 
gratifying. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


%4-in. Proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent list. 


COAL HODS.— Movement continues 
heavy. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Galvanized, 16 in., open, $4 doz.; 


17 in., $4.30'doz.; 18 in., $4.70 doz.; 
Japanned, open, 16 in., $2.95 doz.; 
17 in., $3.25 doz.; 18 in., $3.65 doz.; 


ove funnel, 17 in., $5.35 doz. 
in., $5.80 a: Japanned, funnel, 
if in., $4.10 d 
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COPPER RIVETS AND BURRS. — | 
Prices here are unchanged, although | 
some small concessions are reported | 
from a few manufacturers. Trade is | 
lively. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Copper rivets and burrs, 
per cent discount. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—Appliances are moving 
well and earlier than last year. Radio | 
sets are going out in excellent volume. 


JOBBERS'’ bay ah ng! TO RE.- | 
TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise.— No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key socket, 13c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 5c. 
each; dry cells, boxes of 55, 32%%c. 
each; less than case lots, 36c. each. 
Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $16.65. 
Radio Supplies.—Radio B batteries, 
D 779 EB, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 771, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 


30 and 5 








ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WX-227, $1.50; UG -171A, 
$1.35; UX-250, $6.60 each; UX-245, 


$2.10 each; 


FOOTBALL AND BASKETBALL 
SUPPLIES.—Movement is good, run- 
ning at about the same rate as last Oc- 
tober. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Goldsmith official stemless water- 
proof footballs, $9.35 each; Confer- 
ence footballs, $8.00 each; Scholostic 
footballs, $5.85 each; Amateur foot- 
balls, $1.70 each; boys’ footballs, 
genuine cowhide, $7.75 per doz.; Spe- 
cial basketballs, $14.95 per doz.; Gold- 
smith official basketballs, laceless 
with rubber valve, $14.00 each. 


UX-224, $2.40 each. 


FURNACE SCOOPS. — Business is 
about equal to that of this time in 1928. 
Market steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

D-handle, competitive grade, $5.50 
per doz.; good grade, hollow-back, 
$9.00 to $10.00 per doz. 


GLASS AND PUTTY. — Somewhat 
more strength is beginning to show in 
the market. Demand is normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 lbs.; 
commercial, $3.15 per 100 Ibs. 


GOLF GOODS.—Business is rather 
quiet and as yet shows little holiday 
influence. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless shafts 
$3.65 each; Lo-Skore Irons, hickory 
shafts, $2.35 each; Competition Clubs, 
nickel plated heads, aluminum cap 
grip, $1.25 each; Community Clubs, 
Woods and Irons, 80c. each; Craw- 
ford-McGregor Uni-Sets, McGregor 





on 


so. 


Duralite Matched Irons (6 in set), 

$36.00 set; Silver King Golf Balls, 

$7.50 doz.; Royal Golf Balls, $6.50 doz. 
HAMMERS AND HATCHETS.—Nail 
hammers are especially active. Prices 


continue steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Hammers.—First quality, 10 
nail hammers, $12 doz.; 16 oz. 
chinists’ hammers, first quality, 
doz.; competitive grade, 16 oz. 
hammers, $6 to $8 doz. 
Hatchets.—First quality 
No. 2 Ramer Se ol $12.50 doz.; 
quality hatchets, No. 2 broad, 
doz.; medium quality hatchet, 
shingling, $8 doz.; medium 
hatchets, No. 2 broad, $12.50. 


HUNTERS’ SUPPLIES.—Orders are 
the increase, although rougher 
weather would help volume. No market 


OZ. 
ma- 
$9.20 
nail 


hatchets, 
first 
$16.40 
No. 2 
quality 


changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Drybak waterproof coats, $58.65 per 
doz.; Drybak waterproof pants, $40.00 
per doz.; Red Head brand coats, 
$61.35 per doz.; hip rubber boots, 
$5.00 per pair; mackintosh wading 
pants, $16.00 per pair. 


ICE SKATES.—Demand is beginning 


to register. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware skates, No. 
75c. per pair; No. 524%, $1.15 per 
pair; No. 6.24, $1.00 per pair. Chil- 
dren’s extension bob skates, 35c. per 
pair; Nestor Johnson Flyer skates, 
$5.25 per pair. 


NAILS, WIRE AND STAPLE.—Nail 
sales continue to show increasing vol- 
ume. The market is low and not very 
strong. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

L.c.l. quantities, common wire and 
cement coated nails, $2.95 base; car- 
loads, on application; steel cut nails, 
$4 base. 


1624, 


No. 9 black annealed wire, $3.30 
per cwt.; No. 9 galvanized, plain 
wire, $3.75 per cwt.; catchweight 


spools, galvanized cattle or hog wire, 
$3.85 per cwt.; polished fence staples, 
$3.65 per cwt. 


POULTRY NETTING.— Orders for 
spring shipment are starting in good 
numbers at the new reduced prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
yalvanized before, 61% per cent off 
sg galvanized after, 56% per cent 
orm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Galvanized before, 60 per cent off 
list; galvanized after, 55 per cent off. 


PREPARED ROOFING.—Sales volume 
is expected to continue heavy until snow 
flies. Prices still unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade, selected surfaced, pre- 
pared roofing, $2.16 per square; me- 
dium grade, slate surfaced, $1.99 
per square; best grade: tale surfaced, 
$2.10 per square; medium grade talc 
surfaced, $1.48 per square; light 
grade tale surfaced, $1.00 per square; 
red rosin sheathing, $50 per ton. 


PAINTS AND OILS.—Trade has been 
quiet for several weeks and remains 
Linseed oil is up four cents a gal- 
lon. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, $1.36 

per gal.; 5 barrel lots, $1.33 per gal. 





| 








Linseed Oil, Boiled.—Barrel lots, 
= per gal.; 5 barrel lots, $1.36 per 
gal. 

Denatured Alcohol.— Barrel lots, 
63c. per gal.; steel drums, extra, $10; 
returnable. 

Turpentine.—Drum lots, 70c. per 
gal., net. 

White Lead.—100 lb. kegs, $13.75 
ewt.; 50 Ib. kegs, $14.00 cwt.; 25 Ib. 


kegs, $14.00 cwt.; 121%4 Ib. kegs, $14.25 


cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
ae” $2.17; second grade orange, 
91.82. 

__English Venetian Red.—In barrels, 
54c. per Ib.; in 100-lb. lots, 6%c 
per lb. 

lots, 7%c. per 


» Dry Paste.—Barrel 


ROLLER SKATES.—Early business i 
developing to some extent. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
No. 3, 76c. per 
$1.35 per pair; 


pair; 


Union line, 
No. 6, 


Nos. 4 and 5, 
$1.45 per pair. 

Winchester roller skates, boys’, 
$1.35 per pair; girls’, $1.45 per pair; 
5c. off per pair if ordered in oartons 
of a dozen each. 


ROPE.—Prices and demand for sisal 
rope continue unchanged and about nor- 
mal. Some cut figures on cheaper im- 
ported manila are available. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


3est manila, —— brands, base, 

per 1 . 2 manila, 20c. per 
finest sieal, 15c. per lb.; No. 2 
14%c. per Ib. 


22c. 

Ib.; 

sisal, 
SASH CORD.—Trade is receding some- 
what, although business is considered 
good for this time of the year. No 
price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


No. 7, $7.94 per 
competitive 
doz.; No. 8, 


Standard grade, 
doz.; No. 8, $9 per doz.; 
grades, No. 7, $7.45 per 
$8.55 per doz. 


SCREWS.—Demand continues good; no 
early price changes are expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 45 per cent; 
round head, blued, 40 per cent; flat 
head, brass, 87% per cent; round 
head, brass, 32% per cent. Larger 
orders 10 per cent less. 


STEEL SHEETS, FLAT OR CORRU- 
GATED.—Mills are catching up on pro- 
duction and, though prices are steady, 
eastern mill figures show slight con- 
cessions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


24-gage, galvanized sheets, 
per 100 lb.; 24-gage black 
$4.05 per 100 lb 


$4.90 
sheets, 


TOYS.—Trade, already strong, becomes 
stronger each week. Some factories 
are now behind on delivery of a vari- 
ety of lines. Airplane toys are moving 
rapidly. 


JOBBERS’ Mg bts! a RE- 
TAILERS, F.O.B. CHICAG 


Electric trains, from $4.15 to $30.00 
per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each; 
No. 2, $3.33 each; Spirit of Saint 
Louis construction sets, $8.00 per 
doz.; Lincoln Logs, 65c. per set; dou- 
ble sets, $1.35 each. 
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ATLANTA: 


(Atlanta office of HARDWARE AGE) 6 
ATLANTA, GA., Oct. 22.—Atlanta hardware jobbers report busi- | Per 902 Good srade, $8.00 to $12.00 
ness as being very satisfactory at this time. Fall trading has opened 
up and is beginning to show activity. Crop conditions throughout Civ see Vannes re 
2 5 a port good volume of business on this 
the Atlanta trading territory have been good and the farmers’ in- | line. Prices remain unchanged. 
come should measure up to a much higher mark than in several JOBBERS’ QUOTATIONS TO RE- 
ears TAILERS, F.O.B. ATLANTA, GA.: 
y : ° . ce z No. A tubs, $4.00 per doz.; No. 0, 
Holiday goods are beginning to show activity and with seasonal $5.20, = thy $7.20 per doz.; 
weather in sight winter goods are expected to show improvement. 8 quart galvanized pails, $1.98 per 
Collections at this time are reported as being very good. No im- 
portant price changes were indicated. 





Seasonable and Holiday Goods Show 
Activity—Prices Are Generally Steady 


doz.; 10 quart, per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3. 34 per doz. 

10 quart galvanized fire pails, round 
bottom, stenciled, $4.50; 12 quart, 
$4.75 Ag doz. 

5 garbage cans, $6.35; 7 gal., 
$8. 78s at gal., $9.25 per doz. 


GAME TRAPS.—Demand is_ good. 
Sales have shown good volume. Prices 


are the same. 
JOBBERS’ QUOTATIONS TO RE- 


AIR RIFLES.—This item is beginning | CLIPPERS.— Sales are fair, with 

to move more rapidly and the demand | prices unchanged. 

is being met with well filled stocks. JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.B. ATLANTA, GA.: 


TAILERS, F.O.B. ATLANTA, GA.: Brown & Sharpe—Bressant or nar- 
No. 20 Daisy, $7.20 per doz.; No. row plate—$4.50, less 25-10 per cent. 


12, $12.00 per doz.; No. 11, $16.00 per ase 


doz.; No. 3, $24. 00 per doz.; No. 25, T, .O.B. LANTA, GA.: 
$40.00 per doz.; No. 30, $20.00 per doz. ice is o — ic om . Wietor 
Little Daisy pop guns, $3.20 per COAL HODS.—Seasonal weather has | .« No. 1, $1.40 per doz A Pho No. 1% 


doz.; No. 14 pop guns, $6.00 per doz. 

Air Rifle Shot.—2%-oz. lead shot, 
$3.50 per 100 tubes; 4 oz., $4.50 per 
100 tubes; 2%-oz. steel shot, $3.00 per 
100 tubes. 


ALARM CLOCKS AND WATCHES.— 


increased demand. Sales are reported $2.20 per doz.; Victor No. 2, $3.36 per 
good. Stocks are well filled. doz.; Victor No. 3, $5.48 per doz. 
JOBBERS’ QUOTATIONS TO RE- HANDLES.—Sales are fair, with prices 
TAILERS, F.O.B. ATLANTA, GA.: firm. 


No. 16 galvanized hods, $4.00 per JOBBERS’ QUOTATIONS TO RE- 


Calls for this line are good. Stocks are 


well assorted and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


Each 

America, plain, in colors and 
PE SE: ns wexdaesnnccdcews $1.05 
America, luminous dial......... 1.58 
Big and Baby Ben, plain....... 1.29 
Big and Baby Ben, luminous... 3.16 


Big and Baby Ben De Luxe, 
plain, in colors and nickel 


doz.; ; No. 17 galvanized hods, $4.50 per 
doz.; No. 18 galvanized hods, $5.00 
per ‘doz.; No. 15 Jap hods, $3.00 per 
doz.; No. 16 Jap hods, $3.25 per doz.; 
No. 17 Jap hods, $3.50 per doz.; No. 
18 Jap hods, $4.00 per doz. 

Coal Tongs.—No. 45, $3.00 per doz.; 
No. 25, $4.00 per doz.; No. 214, $3.50 
per doz. 


FILES.—Demand is extra good. Prices 
not changed, with ample stocks. 


JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. ATLANTA, GA.: 


No. 1 D spade shovel and _ scoop 
with steel D, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cape strap 
and ferrule, $6.50 doz.; No. 1, D spad- 
ing fork handles with steel D cap 
rg | and ferrules, $6.00 doz.; No. 1, 

4% ft., bent shovel handles, $4.00 per 
4% ft., bent spade han- 
dles, $3.50 per doz.; No. 1, 4% ft., 
plain manure ig" Ser $2.50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, $4.00 per doz.; No. 1, 
6 ft., rake handles, $3.00 per doz. 


SS en ae 2.62 
: A TAILERS, F.O.B. ATLANTA, GA.: 
Big and Baby Ben, luminous... 3.50 c . ‘ * 
Ben Hur, luminous, in colors Simonds files, list, less 50 per cent; POST HOLE DIGGERS.—Demand is 
gS ggg Re ogg conan gt Py 2.46 _— a. = — > per cent; fair. 
en Hur, plain, in colors an reat Western, list, less per cent; ‘ 
SES 1.76 Royal, list, less 70 per cent. JOBBERS’ QUOTATIONS TO RE- 
Sleep Meter, plain & Gad eee 1.40 “Gua ae F.O.B. ATLANTA, GA.: 
eep Meter, luminous.......... 1 . : 14.00 and up. 
Tiny Tim in assorted colors... 1.50 cbse Boge — as 20> 
ocket Ben watches............ 1.05 orted. ocKS are iu wi rices 
Glo Ben watches, luminous.... 158 ag ; P PULLEYS (HAY FORK).—Sales are 


good. Prices inchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


5-inch hay fork pulleys, $4.00 per 
doz. 


AXES.—Shipments are good, with 
stocks ample. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Single bit, base weight, unhandled, 
$14.65 to $16. 00 per dozen. Double bit, 
$19.65 to $20.50 per dozen. Single bit 
with No. 1 handles, -: 90 per dozen. 
Double bit with No. 1 handles, $23.90 
per dozen. 


BOLTS AND NUTS.— Demand is 
steady. Prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


No. 10, % x 20, 85c. per doz.; No. 
10, % x 26, $2.00 per doz. 
ROOFING.—Is moving in good volume. 
Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
1 ply smooth surface, $1.00 per roll; 
2 ply — —— gi. 4 per ce 
: . 3 ply smooth surface, per ro 
4-tine manure forks with 4% ft. 
strapped handles, $10.50 doz.; §-tine — or red slate surface, $1.95 per 


manure forks with 4% ft. strapped a 
SAWS (CROSS CUT).—Orders are 


handles, $12.50 doz.; 6-tine manure 
fair, with demand increasing. 


forks with 4% ft. strapped handles, 
$14.50 doz.; 4-tine spading forks, 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


FORKS. — Sales show good volume, 
with stocks well assorted. Prices are 
the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. ATLANTA, GA.: 


$9.00, $11.00; $12.50, $21.00 per doz.; 
3-tine hay forks with 5 ft. handles, 
$9.50 and bry 75 per doz.; 10-tine seed 








cent off; hot and cold pressed nuts, forks, $27 per doz.; 12-tine seed Simonds Crescent ground cross cut 

50-10 per cent off; stove bolts, 75 per forks, $30. 30 per doz.; 10-tine coke saws. Nos. 13, 22, 113, 133, 324, 325: 
cent off. forks, $27.50 per doz.: 12-tine coke he RRS RR RS ET $5.40 
a gar te per Papi 8-tine stone CO eS PPP OC eee ee ee ee 6.00 

° orks, ° per Goz.; 10-tine stome [| 6 Fb. ccnccccccseccccccccsccegeces 
BALE TIES.—Demand continues to be forks, $26.75 per doz.; 12-tine stone Atkins cross cut saws, Nos. 4, 5, 
good. forks, $31.00 per doz. 8S, 12: 

cae EE Oe RECO CCPC OT TEESE: [2 
JOBBERS’ QUOTATIONS TO RE. Te ee Pe ere re .0 
TAILERS, F.O.B. ATLANTA, GA.: FURNACE SCOOPS. — Orders -a@re | 6 ft) ..:..:...0.. ont as pies ork owl 7.00 
9 x 16%, 98c. per bundle; 9% x 16, | 800d. Stocks are adequate. Sn sep rpeceybheoesece aR Peron 
$1.05 per bundle; 9% x 15%, $1.20 per JOBBERS’ QUOTATIONS TO RE- A eae 45c. 
bundle; 9% x 14%, $1.45 per bundle. TAILERS, F.O.B. ATLANTA, GA.: PEO aos etooc web sox eecebee 32c 





UMI 
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SKATES.—Orders continue to increase 
and an extra good business is expected 
this fall on this line. Stocks are ade- 
quate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


No. 5 Union roller skates, ba 
No. 6, $1.75; No. 4, $1.65; No. 130, 
$2.00; No. 130L, $2. 15. 

Skate keys, 30c. per doz.; extra 
wheels, 10c. extra. 

Boys’, No. W1B, $1.15; Girls’, No. 
W1G, $1.20. 


SOLDER.—Deliveries are good, with 
stocks ample. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


Half and half solder, 36c. per Ib. 
Acid core solder (in 1 lb. spools), 66c. 


per lb. Acid core solder (in 5 Ib. 
spools), 6lc. per lb. No. 4 babbitt, 
10c. per lb. Anti-Friction babbitt 


metal, 18c. per Ib. 


STOVE BOARDS.—Orders are good. 
Stocks ample, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 3 crystallized wood lined, 24 x 
> $12.25 per doz.; 26 x 26, $14.60 per 
x: 25° x Ss; $16. 00 ag doz.; 30 x 
30, $29.70 per doz.; 33 x 38, $23.25 per 
doz.; 36 x 36, $27.50 per doz. 
Crystallized paper lined, 24 x 24, 
$7.40 per doz.; 20 x 26, $8.10 per doz.; 
28 x 28, $9.10 per doz.; 30 x 30, $10.70 
per doz.; 32 x 32, $12.60 per doz.; 35 


x 35, $15.70 per doz. 





Mahogany or walnut wood lined, 28 
x 28, $16.96 per doz.; 30 x 30, $19.65 
per doz.: 33 x 33, $23.25 per doz.; 
36 x 36, $27.40 per doz. 
STOVE LID LIFTERS.—Calls for this 


item as steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


No. 0S, 75c. per doz. 
STOVE PIPE DAMPERS. — Fall 
weather has made this item active. 
JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.O.B. ATLANTA, GA.: 
Per doz. 
a. eee $1.25 


5% inch dampers. 
6 inch dampers... ‘ 
7 inch GEWPOTG cca ca ciccdenns s 2.00 


STOVE PIPE AND ELBOWS.—Cool 
weather has stimulated movement on 
this line. Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per 100 jts. 






29 gage 5 inch pipe....... - $l 2.00 
29 gage 6 inch pipe.. . 12.75 
29 gage 7 inch pipe..... ive BOO 
29 gage 7 x 6 inch pipe. 16.00 


1 piece_ corrugated elbow 


gage 5 NEN cadena 5-0-9 orcs pos bs Ri 
1 piece corrugated elbows, 30 








gage 6 inch...,.......+- wo 185 
1 piece corrugated elbows, 30 i 
BOGS T RIG ska dcecsscenteuse 1.95 


WELL WHEELS.— ‘Sales are fair. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


8 inch well wheels, $6.50 per doz.; 
10 inch well wheels, $7.50 per doz.; 
12 inch well wheels, $8.60 per doz.; 
14 inch well wheels, $9.60 per doz. 
WIRE PRODUCTS.—Orders indicate a 
good demand. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 





Plain Smooth Wire Black yalvanized 
Gage Per 100 1b. Per 100 lb. 
OO Gass cece ee scade $3.50 $4.00 
[ee 3.55 4.05 
BE Asies -. 3.60 4.10 
i per -. 3.65 4.15 
ae oo Goa 4.45 
BG istawiencce -. 4.20 4.85 


Barbed Wire.—Per 80-rod_ spool, 
2-point light cattle, 2.75; 2-point 
light hog, $3; 4-point heavy cattle, 
$3.75; 4-point heavy hog, $3.95. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 
$7.85; 1446-1214, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Stee! Fence Posts.—‘‘T’’ galvanized 
5 ft., 55¢. each; formed painted, 35ce. 
each: —" galvanize ad, 6%-ft., 65c. 
each: formed painted, 45¢. each; = 

galvanized, 7144-ft., 70c. each; formed 
painted, 50c. each; “T” galvanized, 
8-ft., 75c. each; formed painted, 55c. 





TWIN CITIES: 


MINNEAPOLIS, MINN., Oct. 22.—The report of the Federal Re- 
serve Bank, Ninth District, shows that for September, despite the 
decrease in cash crop marketings, business in general throughout 
the district continued in somewhat larger volume than a year ago. 
Building contracts and permits, linseed products shipments and pos- 
tal receipts increased over last year. 
trade were slightly less than a year ago. 
was heavy during August of this year, and this movement is con- 
siderably less for September than for August. 

Potato prices are holding up well, and this will bring Minnesota 
Many crops were injured by the 
continued dry weather, but for the most part the yields were good, 
which means fairly good returns to the raisers and is reflected back 


totals up in the year’s markets. 


to the merchants. 


Prices in general are steady, although there has been a decline in 
the prices on nails, wire and solder. 


market. 


AXES.—Demand is fairly good, with 
stocks well filled. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS.—Deliveries show a steady call, 
with stocks ample. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 








(Minneapolis office of HaRDWARE AGE) 


Flour shipments and retail 
The marketing of grain 


Other items show a firm 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES.—Call continues to be 
good, with prices as last quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


a loop, 9% x 14, $1.51; 9% x 15, 
$1.36; 91% x 14, $1.53 per bundle. 
BRADS.—Demand is fairly good yet, 
and prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 


Trade Is About Normal. 
Encouraging—Some Prices Have Declined 





TAILERS, F.O.B. TWIN CITIES: 


Prospects Are 


Wire brads, in 25-lb. box, at 75 per 
cent .from lists. 


BUILDING PAPER.—Sales still are 
fairly good. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 


CHAIN.—Demand is steady, with fair 
volume. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Log chain, opened Y%y x 14, $17.75; 
5/6 x 14, $16.75; % x 14, $15.00; log 
chain, self colored, % x 14, $16.25; 
5/16 x 14, $15. 25; % x 14, $13. 50: ogre 
coil chain, 4 in. + 00; 3% in., $11.25; 
¥% in., $10.50; 5G , $10.25 ewt., net. 


CHURNS.—Sales are grading off, but 
there is always a demand for this line. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Barrel type churns, 3314-5 per cent 
from lists. 


COAL HODS.—Demand is steadily 
gaining as colder weather approaches. 
Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Coal hods, japanned, open, 17-in., 
$3.25; 18-in., $3.85; funnel, 17-in., 
$4.30; 18-in., $4.90; galvanized, open, 
17-in., $4. 70; 18-in., $5.10; funnel, 
17-in., $5.80; 18-in., $6. 30 doz., net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand con- 
tinues to be good, with prices un- 
changed. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Eaves trough, 5-in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6-in., $6. "40; conductor pipe, 3-in., in 
crates, not nested, $4.90; 4-in., $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 


FIELD FENCE.—Call for fencing is 
still fair, though with the end of the 
selling season for this year in sight. 
Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom, 
3. £a., intermediate, 26 in. high, 
$36.69 per 100 rods net, with other 
heights in proportion. 


FILES.—Call for files continues fairly 
good, with stocks ample. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files, 50 per cent, and 
— brands, 60-10 per cent from 
ist. 


GALVANIZED WARE.—Ash and gar- 
bage cans continue to sell well, with 
tubs and baskets showing good totals. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard, galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt.. $4.70; 18- -qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00: No. 3, $9.35; heavy, No. 1 
$15.20; No. 2. $14.40; No. 3, $15.6 
doz.. net. 


GLASS AND PUTTY.—Demand is on 
the increase, with stocks well filled. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


NAILS.—Deliveries are fair. Prices 


have declined. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard wire nails and cement 
coated wire nails, $3.00 per 100-Ib. 
keg, base. 


PYREX OVENWARE.— Demand is 
showing good trade, with stocks filling 
for the winter trade. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 623, casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie 0% 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea ‘pots, 

.83; No. 953 percolator tops, 7c. 
each, net. 


REGISTERS.—Demand is good, with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE.—Sales show a fair volume. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 24c., base; 
best grade sisal, 1744c. Ib., base. 
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SANDPAPER.—Call for this line is 
steady, with fairly good volume. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 


SASH CORDS AND WEIGHTS.—De- 
liveries are showing a shading off, 
which presages the end of the heavy 
building season. Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Sash cord, best grade, 65c. lb. base; 
second grade, 38c. lb.; third grade, 
27c. lb., base, net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS.—Sales are fairly good, with 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SIDEWALK SCRAPERS.—Prices are 
firm on this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Sidewalk cleaners, True Temper, 
7 x 5-in, blade, $7.20; Rough and 
Ready, same size, $5.35 per doz., net. 


SKATES.—Roller skates are still sell- 
ing fairly well, with stocks ample for 
this time of year. Orders are being 
taken for next year’s needs. Ice skates 
are ready in dealers’ stocks. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair, net. 

No. 5 Union roller skates, $1.45; 
No. 6, $1.65; No. rs No. 130, 
$1.80; "No. 130L, $2.0 

Winchester, Boys’, No. WIB » $1.30; 
Girls’, No. G, 1.40. 

Chieftain, $1. 45 pair, net. 


SNOW SHOVELS.—Shipments are 
still moving out to dealers. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Snow shovels, steel blade, straight 
handle, $4.15; handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER.— Demand continues good, 
with stocks well supplied. Prices are 
slightly lower. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Warranted half and half solder, 
30c. Ib., and strictly half and half 
solder, 3lc. lb., in 100-lb. boxes, net. 


STEEL SHEETS.—Call for sheets is 
steady, with prices showing no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 
(base) $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS.—Sales are. slowly 
gaining. Prices have not changed. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN oy ony 


Victor steel traps, a $1.10; No. 
1, $1.38; No. 1%, $2.44 No: 2, $3. 36; 
Oneida jump traps, No. 0, $1 59; No. 
1, $1.83; No. 1%, $2.81 doz., net. . 


STOVE BOARDS, PIPE, DAMPERS 
AND ELBOWS.—Sales are steadily im- 
proving, with stocks well filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Crystalized stove boards, 28 x 28, 
$16.65; 30 x 30, $19.35; 36 x 36, $27. 00 
doz., net. 

Stove pipe, uniform, blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths; elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


TIN.—Demand is good, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $14.75 box, net. 


WHEELBARROWS.—Sales still show 
a fair volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; Ameri- 
ican garden, $6.25 each, net. 


WINDOW VENTILATORS.—The de- 
mand for this line continues to improve. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Window ventilators: Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4. 40; No. 1437, $5.00; De-Fiekt- 
Air, No. 63, $2.20; No. 87, $2.60; No. 


is Re d 
$1.75; No. 3, $2.00; No. 4, $2.50; No. 
5A, $3.00; No. 6A, $4.00; No. 6B, 
$4. 50; No. 6C, $5.00 BACH LIST, with 
dealers’ discount of 334% per cent. 


WIRE.—Call for fence wire still is 
fairly good. Prices have declined 
slightly. ” 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized barbed cattle wire, $2.97 
per 80-rod spool; galvanized barbed 
hog wire, $3.18 per 80-rod spool; No 
9 (base), smooth, galvanized wire, 
$3.45 cwt., and No. 9, smooth, black 
wire, $3.00. 


WRENCHES.—Call for wrenches 
still good. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key -model wrenches, 54 per 
cent; engineer wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches.— Radio and 
electric sets in metal cases, $2.75; 
No. 101, Master Service Sets, $13.75; 
No. 202, Heavy Duty Sets, $3.80; No. 
404 Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% 
per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 
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FAST WORK 
WITH MODEL No. 25 


I HAVE just received an interesting article from Mr. H. N. Graves 
of Wilcox and Graves, a law firm of Georgetown, Texas. Mr. Graves 
describes himself as a gun fancier and says that he really owns more guns 
than he needs. He recently purchased a .32-20 Remington Model 25 


and he tells of some remarkable shooting with it. 


On a hunting trip with Governor Dan Moody of Texas, he killed a large 
buck at 91 paces and shortly thereafter on another trip, he brought down 
an even larger one at 112 paces. Both deer were killed shortly after 
leaving camp and Mr. Graves summarizes his experience as follows: 


“Thus, in thirty-two minutes of hunting with a little Model 25 Reming- 
ton, the writer had killed his limit of deer for that year, and had to 
load on his deer and come home,—and wait for the next year’s season 


to open.” 


Model 25 is as near to an all ’round rifle as you will find — good for 
anything from a rabbit to small deer. You will do well to carry this 
fast, snappy little rifle in stock because it’s the kind that a sportsman 
falls in love with as soon as he gets it in his hands. You can sell this one 
to the man who already has a dozen rifles. Your jobber will supply 


A PLnrnr22e, 


President 





REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 
Telephone, Digby 0766 


25 Broadway, New York City 
c. 1929 R. A. Co. Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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PITTSBURGH ne tinponane Price Changes Were Mad 


(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, Oct. 22.—The hardware business in this district is 
maintaining its recent activity and the trade is getting added im- 
petus as dealers begin to show interest in Christmas items. Loaded 
shells and firearms are moving very well out of dealers’ stocks and 
jobbers are regularly getting orders for stock replenishments. 
Otherwise activity is heaviest in seasonable items which have their 
greatest demand as cold weather approaches. Ventilators are be- 
coming more active, although demand has not reached its peak. 
Bolts, nuts and rivets are moving normally well, but dealers stocks 
are ample and the well established price structure is more note- 
worthy than demand. Flashlight batteries and lanterns are in 
considerable demand. 

Prices are steady in most lines, but no important changes have 
been made in the last week. Advances in automobile tire quota- 
tions are expected by local jobbers. Collections have not improved 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per pair; 

in., $12.60. 

Hasps.—Hinges without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1. 05: safety, 3 in., 
ig per doz.; 4% in., $1.14; 6 in., 
1.60. 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel _— $5.25 per doz.; 
front door, $1.6 


this fall, but are considered normally good in some localities. COAL HODS AND SHOVELS.—Prod- 
Conditi ey eee se ee a tbh: GAAS tatien Sab ucts listed under this classification are 

i 753 .00; .20; tubes, $1.80; a 
P — aa see seis on — ee 31 x’ 5.00, $10.65; tubes, $1.85; 32 x enjoying the usual heavy fall move- 
ustry are far from good, but signs o 5.00, $11.75; tubes, $1.90; 28 x _ 5.25, ment and retailers are being regularly 


improvement in demand from the auto- $11.10; tubes, $1.85; 30 x 5.25, $11.90; called upon to replenish their stocks. 


. . tubes, $2.00; 31 x 5.25, $12.50; tubes, 
motive industry are reported by some $2. 05: 29°x 5.50, $13.65: ym atl $2.25. 


companies, and it now seems reason- Same, 6 ply, 31 x 5.25, $14.70; tubes, 
ably certain that this important con- ae Fy Ae esate.” take, tubes, = 
sumer of steel will again be back in 6.00, $16.65; tubes, $2.30; 32 x 6.00, 
the market by the middle of November. $16.95; a en eens 
At present railroad demand is the best Tire display racks, $10.00 each. 

feature of the market and several thou- Prices in all instances are each. 
sand freight cars have been placed with ; : 
the builders in the last week. Pitts- | BATTERIES.—Flashlight batteries are 
burgh district plants have shared in| quite active, but radio dry cell units are 
this business. The larger roads are | again quiet. Prices are unchanged. 


rapidly placing their rail orders and JOBBERS’ QUOTATIONS TO RE- 
rail mill operations will be stepped up TAILERS, F.0.B. PITTSBURGH: 
Broken Unit 


gradually in the next few weeks. How- | 
ever, steel operations continue to de- | 
cline and the average for this district 
last week fell below 80 per cent of the- 


Packages Packages 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 


Coal Shovels, Monongah, No. 1, $14; 
No. 2, $14.50; No. 3, $15 per fae 
Gail black, No. i; $12: No. 2, $12. 
No. 3, $13 per doz. Gail polished, No 
1, $13; No. 2, $13.50; No. 3, $14 per 
doz. ‘Pacemaker + % No. 1, $12; 
No. 2, $12.50; No. 3, $13 per doz. 
Pacemaker half polished, No. 1, $13 
No. 2, $13.50; No. 3, $14 per doz. 
Black gold, No. i, $18: No. 2 $18.50; 
No. 3, $19; No. 4, $20 per doz.; Coal 
Hods, Japanned, ‘No. 5, 16 in., $3.25; 
17 in., $3.60 per doz.; Galvanized No. 
10, 16 in., $4.30; 17 in., $4.75; 18 in., 
$5.25; 20 in., $7 per doz. Galvanized 
No. 76S, $8, and galvanized No. 86S, 
$8.40 per doz. Galvanized No. 25, 
15 in., $5.50; 17 in., $6 per doz. 


i LANTERNS.—Agricultural demand is 


oretical capacity. Sheet, — “4% tin aT ssiedl Uak dine nden” Wiliela teats be- 
mills are running at considerably lower 139 cota thie aon tk, aia ie 
7 eks, 
rates. Prices continue to develop weak- . 
1.30 JOBBERS’ QUOTATIONS TO RE- 


ness and the price structure is $2 or $3 





a ton under the level of two months 179 
ago. However, mills are taking a some- No. 6 dry cells, ignition type, unit 
what firmer stand on such products as packages, 36c. each. — 

wire, wire nails and sheets and may ae ce GO dig ty i 
be able to hold quotations at recent re- 1914c.; No. 750, 13%c.: No. 791, 13c. 
duced levels. stot Shot.—No. 1461, $1.67; No. 1661, 


ARMS AND AMMUNITION.—Fire- BOLTS, NUTS AND RIVETS.—De- 
arms and loaded shells are moving out 


TAILERS,, F.O.B. PITTSBURGH: 


Gasoline Lanterns.—No. 220, $5.95 
each; No. 228, $6.30 each; No. 327, 
$4.70 each. 

Kerosene’ Lanterns.— Monarch 
Clear, $8 per doz.; Monarch Ruby, 
$10 per doz.; Junior Tin, $8.50 per 
doz.; Junior Brass, $15.75 per doz.; 
Little Wizard, $8.50 per doz.; D-Lite, 
$13 per doz.; Junior Wagon, $17.25 
per doz. 


of dealers’ stocks in an unusually sat- mand is normally g° od, but dealers MISCELLANEOUS TOOLS.—tThis line 


stocks are ample. Prices are unusually 


: é : “ 
isfactory fashion and jobbers’ are ben- dedi seindiiiieina 


efitting by fill-in orders from most of 
their customers. Ammunition is ex- TAILERS, F.O.6. PITTSBURGH: 
pected to continue active for several | 

k Bolts.—All styles except stove and 
weeks. tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 


AUTOMOBILE TIRES AND TUBES. cent off list; tire bolts, 60 and 10 per 


cent off list. 





—Jobbers : are expecting increased Nuts.—All styles, 50 per cent off 
prices on tires and tubes following ad- list. 
vances by leading manufacturers. De- Rivets.—Larger, $3.50 base per 100 
° ligibl pieces; small wagon and tinners’ riv- 
mand is negligible. ets, 60 per cent off list. 
JOBBERS’ QUOTATIONS TO RE- an 
TAILERS, F.0.B. PITTSBURGH: BUILDERS’ HARDWARE.—This line 
Mansfield tires, 4 ply ye type, is gradually becoming less active and 
Fe gy b1 bee oe Le, 80 ES: demand during the winter months is ex- 
tubes, $1.70; 29 x 5.00, $9.90; tubes, pected to be negligible. 
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is unaffected by seasonal influences and 

sales are in the usual normal volume at 
’ . 

JOBBERS’ QUOTATIONS TO RE- unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 


ie Saws.—6 in., $2.25 each; 

in., $3.00; 10 in., $4.00. 

an Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 138, 324 and 
325, 5 ft., $5.40; 516 ft., $6; 6 ft., $7. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35. 20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage tage > —No. 43, $2 each; No 
43%, $3; No. 14, $5. 
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- The Dominant Blade 


RED STREAKS 
ALL HARD AND HARD EDGE Z More Sales | 


(K SAWm MoreProfit for You 
















































“The blade with the RED 
END.” That is what hack saw 
users are now demanding. 
They want the “RED 
STREAK” HACK SAW, the 
new SIMONDS BLADE, be- 
cause they know it is the best 
hack saw they can buy. It is 
NEW. It is DISTINCTIVE. 
Itis HIGH QUALITY. Those 
are a few of the many reasons 
why every progressive hard- 
ware store should have a stock 
of “RED STREAK” blades. 
For quicker turnover, better 
blade profits and a distinctive 
tcol to sell your trade, talk 
“RED STREAK” and you sell 
the blade most mechanics now 
demand. With its brilliant 
RED END to distinguish it at 
a glance and its dominating 
quality, the “RED STREAK” 
should appeal to dealers from 
every sales angle. 


Ask Your Jobber or His Salesman 


SIMONDS SAW AND 
STEEL CO. 


The Hack Saw Makers i 
“Established 1832” 


FITCHBURG, MASS. 
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i Winslow line, No. 38%, $1.45 per 
PAINTING SUPPLIES.—Paint sales a eae or. Me ise ast 


are gradually declining as the outdoor ber tire, $2.50 per pr. 
working season comes to an end. Prices oe nchentor une, No. _. $1.35 per 
on turpentine and linseed oil are un- Chapin line, No. 103, chiaeie sinin. 
changed this week. 75c. per pr. 

sonny, Sota rons To.S8- | s4SH WEHIGHTS.—Demand is negiligi- 


TAILERS, F.O.B. PITTSBURGH: > 
Ready mixed paints, best grades, ble and prices are unchanged at $42 a 

$2.60 per gallon; lower grades, $2 ton, f.o.b. Pittsburgh. 

(white and dark greens, 15c. per gal. 4 

higher); white lead, 13%c. per lb. in 


100-Ib. lots; 10 per — less in lots SHEET METAL.—Sheet zinc was re- 
of 500 lb. or more, and extra 4 per . 

saat tens on tote af & ton oF Gaerne: cently advanced 4c. per lb., and is now 
turpentine, 69c. per gal., in barrel quoted at 11%c. Sheet copper is un- 
lots; raw linseed oil, 18c. per lb., in changed at 27%c. per Ib. Demand is 


barrel lots. . ° 
fairly satisfactory. 


RADIATOR AND REGISTER 
SHIELDS.—Cooler weather is bringing 
out the usual improved demand for 
these products and radiator shields are 
enjoying an unusually sustained move- 


STOVE PIPE.—This line continues 
rather active, but movement out of job- 
bers’ stocks has been largely completed 
and dealers’ supplies are now quite 
ample in most cases. 








ment. 
JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ QUOTATIONS TO RE- | 4 
TAILERS, F.O.B. PITTSBURGH: pp een dod a on a 
Gem Adjustable Radiator Shields aie; oh tg ges doz.: '5-in., $9.00 
ith Water Pan Humidifier a ; e 
ww endo. Weer | per doz.; 6-in., $10.50 per doz. 
Aluminum Mahogan Ivory | Lustro stove pipe elbows, 3-in., 
Each Each y Rach $4.50 per doz.; 4-in., $5.25 per doz.; 
N 1Ww — $4.20 $3.85 5-in., $6.50 per doz.; 6-in., $7.75 per 
Yo. . , doz. 
No. 1AW -- 3.85 4.55 4.20 
No ow tb he He VENTILATORS.—Demand is improv- 
No. 4W .... 4.20 5.25 4.90 ing and some jobbers report good cur- 
Af ? abe 4 x4 eo rent business in this line. However, 
No. SBW fe 4.90 6.30 5.60 colder weather will stimulate the move- 
o. eoce 6 e e ; 
No. 8W ;... 5.60 7.00 6.30 ment considerably. 
Register shields for floor use, Nos. JOBBERS’ QUOTATIONS TO RE- 
— 5, $12 per doz.; No. 10, $10 per TAILERS, F.O.B. PITTSBURGH: 
--_ . Continental line: De-Flekt-Air 
Register shields for wall use, Nos. | metal center ventilators) No. 63, 
S Bae 16, SS per Son.; Ke. 3, $5.90 $2.30; No. 87, $2.60; No. 88, $3.75; No. 
per doz. 117, $3.75 per doz. net. Continental 
wood frame cloth ventilators, No. 
ROLLER SKATES.—Sales are drop-|  ¥-838 $2.00; No. V-928, $2.00; No. 
ping off, but jobbers still have occa- V-959, #4.40; No. V-1587, $3.45; No. 
i -j V-1549, 00 per doz. a onti- 
sional calls for fill-in orders. nental metal frame cloth ventilators, 
JOBBERS’ QUOTATIONS TO RE- No. 833, $2.50; No. 837, $2.80; No. rey 
TAILERS, F.O.B. PITTSBURGH: $3.75; No. 1137, $3.45; No. 1145, $4.4 
Union Hardware Co. line, No. 2, No. 1437, $5.00, and No. 1445, $5. 84 


70c. per pr.; No. 3, 75c. per pr.; No. per doz. NET. 


10, $1.05 per pr.; No. 5, $1.45 per pr. Diamond E, No. 33, $3 per doz.; No. 





01, $4. 40 per doz.; No. 02, $4.80 per 
doz.; ; No. 03, $5.60 per doz.; No. 1, 
$5.20 per doz.; ; No. 2, $5.60 per doz.: 

o. 3, $6.40 per doz.; No. 4, $7.60 per 
doz.; No. 5, $8.40 per doz. 

Wurldsbest be eg No. 2, 
$1.75; No. 3, $2.00; No. $2.50; No. 
5A, $3. 00; No. 6A, $4. 00; No. 6B, $4.50; 
and 6C, $5.00. These are LIST 
BACH prices and subject to a deal- 
ers’ discount of 334% per cent. 


WIRE PRODUCTS.—Nail and wire 
prices are still rather unsettled and 
jobbers are now selling nails at $2.75 
per keg, a decline of $1 a ton from last 
week. No further reduction has been 
made in the price of plain wire. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 


per 100 lb. Annealed Galvanized 
No. A ee | 3 ee $2.85 $3.30 
2.90 3.35 
3.40 
3.50 
3.65 





No. 16 . 3.60 
Barbed wire (per 80- an er. 


eo ae ery 89 
ee Sere 3.09 
ee | Eee err 3.34 
eg Se ee ea ees 4 
2-point cattle (special).......... 2.2 


Field Woven Wire Fence (per 100 








No. 
No. 2048 °: oe 
No. 2360 .. hae 
SOG) CEE Gutasosdcoseeaceeauas'as 
Steel Fence Posts: 
Painted 
Galvanized Angle 
Tubular Steel 
SS rere a. eee 
3 Se 55c.each 38c. each 
fe RSS res 65c.each 40c. each 
1: ere ry Fer 45c. each 


Bright nails, base, per keg, $2.75. 





NEW YORK Demand Has Shown Some Improvement. 
: Some Minor Price Revisions Were Made. 


NEw YoRK, Oct. 23.—Local hardware wholesalers report a slight 
improvement in the Metropolitan market situation. A somewhat 
better demand for seasonable merchandise and holiday goods is re- 
sponsible for the increased activity. Moderate weather is said to 
have delayed the purchasing of winter lines to some extent. Dealers 
appear to have adopted a conservative buying policy on the early 
orders for holiday goods. Jobbers feel that the majority of orders 
for Christmas merchandise will arrive in a rush, starting early in 
November. The first cold snap is expected to quicken the demand 
for seasonable lines. Business in staple and shelf hardware con- 
tinues in normal volume. 

The following merchandise is especially active on current orders: 
window ventilators, cutlery, fruit presses, stove goods, weatherstrip, 
furnace scoops, electric and oil heaters, fireplace furniture, radia- 
tor shields, rubbish burners, lawn rakes, alarm clocks, quality toys 
and wheel goods. 

Steady to firm prices generally continue to prevail. Screw prices 
were slightly advanced and sash cord is very firm. 

Some complaint over the credit situation is heard but the general 
average of collections is said to compare fairly favorably with a 
year ago. 





ASH SIFTERS.—Current demand is 
moderate. Improvement is expected 
with the first cold snap. Prices are un- 
changed and stocks are well filled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Rotary galvanized ash sifters, $2.00 


each. 
In lots of 12 or more, $22.50 per 
dozen. 


BATHROOM FIXTURES, CHINA.— 
Washable fixtures in colors are es- 
pecially active. Prices are steady and 
stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

“Everciean” China Fixtures.—No. 
101. Toothbrush and Paste Holder, 
list, each, white, 45c., colors, 75c.; 
No. 103, Soap Holder, list, each, 
white, 45c., colors, 75c.; No. 104, 
Toilet Paper Holder, list, each, white, 
45c., colors, 75c.; No. 106, Towel 
Rack, opal glass bar, % in. x 24 in., 
list, each, white, $1, colors, $1.25. 
Dealers’ discount, 33% per cent off 
list prices quoted above. 

“Jewel” China Fixtures.—No. 301, 
Toothbrush and Paste Holder, list, 
each, white, $1, colors, $1.25; No. 
303, Soap Holder, list, each, white, 


Reading matter continued on page 58 
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Retail Hardware dealers who sell Co- 
lumbian Tape-Marked Rope use the many 
selling points which are exclusive to Co- 
lumbian, to good advantage. For example: 


It is made in the world’s most modern 
cordage mill. 


The fibre is especially selected and grad- 
ed in the Philippine Islands by Columbian 
fibre men. 


It is guaranteed by means of the fa- 


them, 






“Tf I were a-sellin’ Rope, 


Id certainly sell Columbian 
Tape-Marked. It has more 
real good sellin’ points than 
any rope I know of—and 


>. 
“more n measures up LO 


’ says Cap’n Mark. 


It is given consistent advertising support. 


Along with its exclusive characteristics, 
every worth while modern improvement 
often specified as special in other makes 
can be found in Columbian as a standard 
feature. When a dealer sells his customer 
a length of Columbian, he can assure him 
that he is obtaining a strictly up-to-date 
rope—the very latest, successful achieve- 
ment in rope making. That means water- 
proofing, flexibility and non-kinking. 





mous Tape-Marker in one of 
the strands. 


It is recognized at a glance 
by the red, white and blue sur- 
face markers in all sizes % 
inches in diameter and larger. 








There is a Columbian job- 
ber in your vicinity who will 
supply you with this Guaran- 
teed Columbian Rope. Write 
for his name and address. 








Columbian Rope Company 


352-80 Genesee Street 
Auburn, N. Y., “The Cordage City” 
Boston 


Branches— New York Chicago 


COLUMBIAN:: 





Philadelphia 


ROPE 


New Orleans 


TAPE MARKED 
PURE MANILA 
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$1, colors, $1.25; No. 404, Toilet Paper 
Holder, list, each, white, $1, colors, 
$1.25; No. 306, Towel Rack, Sq. wood, 
pyrolin covered bar, % in. x 30 in., 
list, each, white, $2.50, colors, $3.00; 
No. 159, Strop Hooks, list, each, 
white, 10c., colors, 15c.; No. 160, 
Double Coat and Hat Hooks, list, 
each, white, 10c., colors, 15c.; ‘‘Screw 
On” Towel Racks, any standard color, 
round wood bar, % in. x 18 in., list, 
per gross, $72.00. Dealers’ discount, 
3344 per cent off list prices quoted 
above. 


BOLTS AND NUTS.—Demand is nor- 

mal. Prices have been slightly re- 

vised and ample stocks are available. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. NEW YORK: ¢ 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 
- Stove bolts, 75 and 10 per cent off 
ist. 

Machine bolts, all sizes, 60 per cent 
off list. 

Step bolts, 50 per cent off list. 


BRIDGE FURNITURE.—Demand is 
good at steady prices. Ample stocks 
are available. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 

Bridge tables, Trump, citiiiay: 
green and red, $1.40 each. Queen 
De Luxe, red and green, $2.80 each. 
Queen Supreme, mahogany, green 
and red, $4.00 each. 

Bridge chairs, packed in cartons of 
four and sold only in that quantity, 
No. 10, mahogany, green and red, 
$1.75 per chair; No. 30, red and 
green, $2.65 per chair; No. 40, ma- 
hogany, green and red, $4.50 per 
chair. 


BUTTS.—Demand is normal. Prices 
are without recent change and stocks 
are of ample size. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 by 4, 24% cents per pair in less 
than case lots, and 23 cents per pair 
in case lots. 


CHRISTMAS TREE LIGHTS.—£Early 
demand has been fairly active. Firm 
prices prevail. Stocks are complete. 


JOBBERS’ QUOTATIONS FO. RE- 
TAILERS, F.O.B. NEW YORK 


Propp sets, No. 842, 85c.; No. 830, 
$1.16; No. 83, $1.43; No. 73, $2.15; No. 
72, $2.43; No. 3020, $1.73; No. 3000, 
$1.48; No. 306, 87c.; No. 305, 87c., and 
No. 310, $1.38. Prices are’ each and 
net. 

Noma outfits, No. 3500, $3.94; No. 
116, $4.54, and No. 1600, $3.00. Prices 
are each and net. 

Christmas _ tree lamps, No. 77, 
Mazda assortment (100 in set), $6.90; 
No. 78, Mazda lamps, 10 in a box. in 
following colors, red, blue, green, 
orange, opal, pink, yellow and purple, 
10 to 100, $7.10 per 100; 100 or more, 
$6.90 per 100. 


CLOCKS.—A very good demand is re- 
ported. Prices remain unchanged and 
stocks are of ample size. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Alarm clocks: America, $1.05; 
America, luminous, _ $1.58; Sleep- 
Meter, $1.40; Sleep-Meter, luminous, 
$2.10; Ben Hur, $1.76; Ben Hur, lumi- 
nous, $2.46; Big Ben, $2.29; Big Ben, 
luminous, $3.16; Big Ben De Luxe, 
$2.64; Big Ben De Luxe, luminous, 
$3.52; Baby Ben, $2.29; Baby Ben, 
luminous, $3.16; Baby Ben De Luxe 
(any finish), $2.64; Baby Ben De 
Luxe, luminous, $3. 52; Tiny Tim (any 
finish), $1.50. Prices are each and 
ne 
Auto clocks, plain dial, $1.50 each; 
luminous dial, $2.10 each. 

Watches, Pocket Ben, $1.05 each; 
Pocket Ben, luminous, $1.58 each. 

Extras on alarm clocks in lots of 
two dozen, 2% per cent; on lots of 
six dozen or more, 5 per cent. 


FIREPLACE FURNITURE.—A good 
early demand has registered. Prices 
are steady and stocks are well filled. 


JOBBERS’ sy Sage on end TO RE- 
TAILERS, F.O.B. NEW YORK: 

Andirons, black finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75° per pair; Flemish, $5. 50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Brunt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 
each, 

Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GARAGE SETS.—This line is in good 
demand. Prices remain steady and 
stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Garage sets, $2.40 per set; for six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or. 
more, $1.60 per set. 


ICE SKATES.—Only moderate activity 
is reported. Prices are unchanged and 
stocks are well filled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Union ice skates, hockey outfits, 
men’s No. 90, $5.25: No. 290, $6 00; 
ladies’ No. 90L, $5.25, and No. 290L, 
$6.00. 

Racing outfits, men’s No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L, 
$5.25, and No. 295L, $6.00. 

Club outfits, men’s, No. 212, $3.75, 
and ladies’, No. 213, $3.75. 

Professional hockey outfits, men’s, 
No. 390, $6.65. 

These prices are net per pair. 
Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9 


JUVENILE VEHICLES.—This line is 
active on holiday orders. Steady prices 
prevail. Complete stocks are available. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c. each. 

Areade toy lawn mower, No. 564, 
55c. each, in lots of 12 or more, 50c. 
each; No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s top carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
3144¢c. each; Little Jewel, 834%4c. each; 
and Bissel Junior, 1.3314c. each. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
and No. 232, $6.50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65: No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


LADDERS.—Sales are about normal. 
Prices are without change. Stocks are 
complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Spruce ladders, 3 to 10 ft., stand- 
ard grade, 25 cents per ft. Com- 
petitive grade, 23 cents per foot. 

LAMP CORD.—Demand is normally 
good. Unchanged prices are effective. 
Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Lamp cord, prices are per 1000 ft.; 








18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton, reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $18.50. 


MAIL BOXES, RURAL.—The new low 
price has stimulated the demand to 
some extent. Stocks are complete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O:B. NEW YORK: 
No. 2 Government Approved R. F. 
D. Mail Boxes, $2.50 each. 


LINSEED OIL.—Price changes are so 
frequent that local distributors are 
quoting on request only. Further ad- 
vances are said to be likely due to the 
reported shortage of Argentine flax. 


NAILS.—Demand is normal. Prices 
continue to be shaded in certain in- 
stances. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, 
Brooklyn, Queens, New Jersey and 
Staten Island is $3.45 per keg, in lots 
of 10 kegs or more, $3.35, in West- 
chester County, $3.55 per keg, and in 
lots of 10 kegs or more, $3.45 per 
keg. In Nassau and Suffolk Coun- 
ties, $3.60 per keg, and for lots of 10 
kegs or more, $3.50 per keg. 


RADIATOR SHIELDS.—An active de- 
mand has started to register for this 
line. Prices remain steady. Stocks 
are well filled. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Gem Adjustabfe Radiator Shields 
with Water Pan Humidifier 


Gold Bar Walnut 
Aluminum Mahogany Ivory 
Each Each Each 
No. 1W ....$3.50 $4.20 $3.85 
No. 1AW .. 3.85 4.55 4.20 
No. 2W .... 3.85 4.55 4.20 
No. 3W -- 4.20 4.90 4.55 
No. 4W . 4.20 5.25 4.90 
No. 5W - 4.55 5.60 5.25 
No. 6W . 4.90 6.30 5.60 
No. 6BW . 4.90 6.30 5.60 
No. TW .... 5.25 6.65 5.95 
No. 8W .... 5.60 7.00 6.30 


ROLLER SKATES.—Demand is light. 
Prices are without recent change and 
stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2l%4c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 


Reading matter continued on page 60 
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ee repeatedly tell us that sales 
come easier when they can tell custom- 


BETTER 


service. 


ers: “This is tested and approved by Good 


Housekeeping Institute.’”” And you will find, if 
you put it to the test, that the Seal of Approval 


is one of the strongest clinching 
arguments that you have. The rea- 
son can be given in one word— 
CONFIDENCE. 

People buy tested and approved 
products willingly because they 
know that the Seal of Approval is 
positive assurance of their money’s 
worth. They know that this Seal is 
granted to a household device and 
appliance only after exhaustive en- 
gineering and practical tests. No 
product may have this Seal which 


GOOD 











THIS GUARANTY 
PROTECTS YOU 





Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 




















FREE — Thousands of deal- 
ers use this poster in their 
windows to profit by the 
confidence people have in 
Good Housekeeping. Note 
use in Photo above. Sent 
free—return the coupon. 


HOUSEKEEPING 


SALES 


Prove to 
yourself 
that this 
Seal helps 


make them 





Z7qested 24 PADPrOVer 
SEMAL NO 0000 
by the 













. CO ) 

Op, and © & 
OO yy | Conducted by ay 
LOUSEKEEPING MAL Z 





does not do its job well and stand up in 


Prove the selling value of the Seal. Learn 
what tested and approved products you carry. 


Feature them in your windows and 
on your shelves. Tell customers: 
“This is tested and approved by Good 
Housekeeping Institute.” See for 


, yourself what confidence can do. 


Fill in and return the coupon be- 
low for window posters that tell 
your trade you sell merchandise 
advertised in and guaranteed by 
Good Housekeeping. Sent free. 
Thousands of retailers use them be- 
cause confidence makes sales. 





GOOD HOUSEKEEPING TRADE SERVICE 
8th Avenue at 57th Street, New York City a 10-29 


Please send list of currently advertised tested and ap- 
proved products and free window cards featuring 
money-back guaranty. 


PUM OF SHOU ook eee es ne ee 


NON oo dase eg thcaspes eteaane een 





Everywoman’s Magazine 
CE ia a eee 





NEW YORK CITY 


How many posters you will use?................-00----sceeee 


57TH STREET AT EIGHTH AVENUE 
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each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


ROOFING.—Demand is active. Prices 
are firm. Stocks are adequate. 


JOBBERS’ yg he Ad RE- 
TAILERS, F.O.B. NEW YOR 

Roofing Certain-Teed, 1 ply, as 21; 
2 ply, $1.57, and 3 ply, $1.84 per roll. , 

Major Slate Surfaced Roofing, Red, ~ 
$1.93; Blue-black, $1.93, and Green, 
$1.93 per roll. 

Corporal Tale Surfaced Roofing, 
1 ply, 94 cents; 2 ply, $1.17, and 3 
ply, $1.39 per roll. 

Guard roofing, 1 ply, $1.03; 2 ply, 
$1.35, and 3 ply, $1.66 per roll. 

Certain-Teed, Slate Surface Roof- 
ing, Red, $2.11; Blue-black, $2.11, and 
Green, $2.11 per roll. 

Slater’s felt, 87 cents per roll. 


SASH CORD.—Demand is_ normal. 
Prices are very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson Spot, No. 7, 66c.; 
No. 8, 65c.; Aetna, No. 7, 31c. per 
Ib.; No. 8, 30c. per Ib. Phoenix, No. 
» & 45c. per lb.; No. 8, 44c. per lb 


SCREWS.—The usual demand is being 
well maintained. Prices have been re- 
vised with some increases. New prices 
are shown here. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 and 10; flat’ head, galvan- 
ized, 17% and 10; flat head, brass, 
37% and 10; round head, brass, 32% 
and 10. These discounts apply to 
new standard screw lists. Full pack- 


Perfection adjustable sled. back, 
No. 10, $1.06 each. 


STOVE GOODS.—Most items in this 
class are in excellent demand at pres- 
ent. Prices are steady and stocks are 


complete. 


JOBBERS’ ght A a0 TO RE- 
TAILERS, F.O.B. NEW. YORK: 
ane” PRICES ARE EACH AND 


Stove pipe, black iron, 28 gage, 12 
lengths in a bundle, 4 in., 12c. 4% 
in., 1346c.; 5 jn., 15c.; 5% in., 16%4c.; 
and 6 in., 19¢c. 

Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15c.; 4% 
in., 15%4c.; 5 in., 16c.; 5% in., 17c.; 
and 6 in., 18c. 

Pipe dampers, cast iron, wood han- 
dle, 4 in., 946c.; 4% in., 10c.; 5 in., 
10c.; 5% in., 11c.; 6 in., 11%c.; 7 in., 
1634c., and 8 in., 26%c 

Flue stops, tin rim, lacquered, 
diameter, 8 3/16 in., 12 in a box, 6\4c. 

Stove pipe rings, tin, lacquered, 
12 in a package, 4 in., 3%c.; 4% in., 
314%4c.; 5 in., 3¥%c.; 5% in, 4 1/6c.; 
6 in., 4 7/12c. and 7 in., 5c. 

Stove pipe wire, plain iron wire, 
50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire, 45c. per carton. 

Stove lifter, nickel plates, cold 
spiral loop handle, 12 in a box, 6%c. 
each net. Stove pokers, nickel plated, 
cold spiral handle, 12 in a box, 4% x 
18 in., 64%c. each; % x 24 in., 15c. 
each. Never Break poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
ort 4 ft., 84c.; 5 ft., $1.00, and 6 ft., 

1.16. 


Flue_ scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Fire shovels, japanned, round han- 
dle, 3 in a bundle, 8 in. handle, 5%c.; 
12 in. handle, 6c.; 15 in. handle, 9c. 
Galvanized, one piece steele, round 
maggot 3 in a bundle, 12 in. handle, 

; 14% in. handle, 11c.; extra heavy, 
joey scoop, 6 x 9 in., round 
handle, capped end, 25% in. overall, 
3 in a bundle, 11%%c c.; Never Break, 
6 in a bundle, 38c. 

Stove boards, 30 x 36 in., $1.43; 30 
x 42 in., ee 18 x 18 in., 60c.; 24 x 
24 in., 73c.; x 26 in., 80c.; 38 x 28 
in., 90c.; 30 30 in., $1. 05; 32 x 32 
in., $1.25, and 35 x 35 in., $1 1.55. 


$2.05; 30 x 5.50, $16.05; tubes, 2 
30 x 6.00, $16.15; tubes, $2.25; 31 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16. 96: tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 
Tire display racks, $10.00 each. 
Prices in all instances are each. 


TRAPS, GAME.—Demand is satisfac- 
tory. Prices are unchanged and ample 


stocks are on hand. 
JOBBERS’ yy hs ge TO RE- 
TAILERS, F.O.B. NEW YORK 
Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and 
No. 2, $3.70. Prices are net per 


dozen. 
Victor oY traps, No. 0, $1.75; No. 
$2.00; 1%, $3.05, and No. 2, 


$4. 80. Prices are net per dozen. 


VENTILATORS.—An_ excellent de- 
mand for this line. Unchanged prices 


prevail and stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Continental ventilators, De- 4 
Air (metal center), No. 62, $2.53; 

87, $2.80; No. 88, $4. 00, and No. ie, 
$4.00. ‘These prices are net per 
dozen. 

Continental wood frame ventila- 
tors, No. 836, $2.15; No. 923, : 
No. 937, $2.35; No. 949, $4.00; No. 959, 
$4.65; No. 1537, $3.65, and No. 1549: 
$5.35. These prices are net per 
dozen. 

Continental metal frame, cloth 
ventilators, No. 833, $2.65; No. 837, 
$3.00; No. 845, $4.00; No. 1137, $3.65; 
No. 1437, $5. 35; and 
No. 1445, $6.00. These prices are net 
per dozen. 

Diamond E ventilators, No. 01, 
te 36; No. 02, $4.80; No. 03, $5.58; No. 

5.20; No. 2, $5.60; No. 3, $6.39; 
No. 4, $7.59; No. 5, $8.40. Prices are 
net per dozen. 

Diamond E ventilators, bathroom 
size, No. 01B, $3.60; No. 1B, $4.41. 
Prices are net per dozen. 

Liberty all steel louver ventilators, 
No. 33L, $4.50, and No. 37L, $5.00. 
Prices are net per dozen. 

Wurldsbest window ventilators, oe 

$2.00; No. 4, $2.5 
No. 5A, * $3.00; No. 6A, $4.00; No. eB 
$4.50, and No. 6C, $5.00. These prices 
are list each and subject to a deal- 


TIRES AND TUBES.—Demand is fair. 
Local jobbers have not, as yet, followed 
the recent minor advances announced | WEATHERSTRIP.—Demand is im- 
by leading manufacturers. proving. Prices are steady and no 

JOBBERS’ QUOTATIONS TO RE- changes are expected. Stocks are ade- 


age lots take an extra 5 per cent. 
Machine screws, flat and round 

head, brass, 60 per cent discount. 
Iron, 60-7% per cent discounts. 


er’s discount of 33% per cent. 


SLEDS.—Some future orders are being 
booked. Prices are steady. Stocks are 


complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Flexible Flyers, No. 1, $2.50; No. 
2, $3.16%; No. 3, $4.00; No. 4, $4.3314: 
No. 5, ret ge Tr. Racer, $3. 50, and 
Racer, $4.33% 

Fire Fly, No. 9, $1.14; No. 10, 
$1.3634; No. 11, $1.71; No. 12, $1.93%, 
and Racer, 1.98 


TAILERS, F.O.B. NEW YORK: quate. 


Mansfield tires, 4 ply, balloon type, 
29.x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8. 25; tubes, $1.60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10. 65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11.10; tubes, $1.85; 30 x 5.25, 
$11.90; tubes, $2.00; 31 x 5.25, $12.35; 
—. $2.05; 29 x 5.50, $12.65; tubes, 
$2.2 

ieane, 6 ply, 31 x 5.25, $14.70; tubes, 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Weatherstrip, Home Comfort, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. # 

Felt weatherstrip, 60 cents per 
carton, Wool Weatherstrip, No. 25, 
80 cents per carton, and No. 75, 
$2.00 per carton. 





Allen sled 1.98%. No. 1, $1.00 each. 
Current Volume Has Shown Increase. 


CINCININA TI: seengts 1s Refeced by em’ Pre 


(Cincinnati Office of HARDWARE AGE) A slight improvement is noted in the 

CINCINNATI, Oct. 22.—A well-sustained demand for staple hard- | retail business also. Business, however, 
ware articles combined with the increasing interest of consumers | *§ re potheng as might be desired, but 
in winter items have brought the district hardware market into a so recede pA aman ged 
healthy condition. Local jobbers, in particular, report that busi- | {ines, 
ness is a trifle better than two weeks ago and the prospect is even The continued strength of the market 
better. The current volume of business is better than last month | is well reflected by the firmness of 
and noticeably in advance of the total business for the correspond- | Prices. No important changes have 
ing period last year. tes henge os pera months 

In seasonal items automobile heaters and anti-freeze mixtures are cuisine Nasa 
worthy of particular note. Jobbers report that orders to date for | BOLTS AND NUTS.—Business is at a 
these items are well ahead of last year, and the current business | 2°°4 fate: 


° e ° ° ° ° JOBBERS’ QUOTATIONS TO RE- 
indicates that a record for sales in these items is likely. TAILERS, F.O.B. CINCINNATI: 
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V_JOLLRATH 


gives you a complete 











merchandising plan : 


Active co-operation with the dealer 
makes this famous ware easier than 


ever to sell 
Complete merchandising plans 


have been developed to make your sales of Vollrath 
Ware both easier and larger. Vollrath now gives you the 
most modern ware and the most modern methods of 
selling it. The combination is unbeatable. 

So remarkably sound is the Vollrath Color Ensemble 
Plan that the merchandise manager of a large eastern 
store, noted for its outstanding success in selling goods, 
called it the “best merchandising idea ever presented 
to this store.” 

This plan has been worked out in every detail. The 
new Vollrath Ware in color reflects the best modern use 
of color in home decoration. It gives your customers 
cooking equipment in color in complete accord with 
modern decorative practice. The great advantage from 
your standpoint is that it makes your color stock more 
flexible. 

The merchandising part of the Vollrath Plan is as new 


to the selling of enameled ware as the ware itself. 
National advertising in full color on a scale never before 
known to the industry, logically grouped items that 
greatly increase your unit of sale, consumer folders, 
counter cards, and other dealer helps. 

Consider this from the standpoint of store appearance. 
No other line in the hardware and home furnishing field 
goes farther to make your store bright, attractive, 
modern and progressive. As an attention-getter a display 
of the new Vollrath Ware is alone in its field. 

If you have not already seen the new Vollrath Ware * 
in Color and heard the story of the Vollrath Ensemble 
Plan, write now for suggested initial stock and full 
details. The Vollrath Company (Est. 1874), Sheboygan, - 


Wisconsin. 





THE VOLLRATH COMPANY, Est. 1874 
Sheboygan, Wisconsin 


Send descriptive literature and (or) have salesman call. 


Name 


Address 
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Cut thread carriage and machine 


bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 


BOYS’ WAGONS.—There is no change 
in this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound No. 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


CROQUET SETS.—Sales volume is re- 
ceding sharply. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25: No. 10, 
six-ball sets, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight- ball set, $2.80. 


DENATURED ALCOHOL AND ANTI- 
FREEZE MIXTURES.—Demand con- 
tinues to be very brisk and indications 
are that total sales will show a record 
season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 6lc. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
lon lots, Tlic. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November’ delivery 
there is an added charge of Ic. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 





Eveready Prestone.—114 gal. cans, 
4 to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; 1 gal. cans, 
to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; % gal. cans, 


12 to case, broken cases, $4.00 a gal.; 
full cases, $3.80 a gal. 

Ivo.—In one gallon cans, $1.85 a 
gal.; in 2 gallon cans, 314 gallon 


cans, 30 gallon and 50 gallon drums, 
$1.80 a gal. 
BUILDERS’ HARDWARE. — Current 


sales volume is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Sash Weights, $1.75 
bevel inside 

$4.50 per doz. 
old copper and dull 
brass butts, l4c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


FIRE SHOVELS.—Demand continues 
to be fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 





per doz. 
Inside Sets.—Square 
sets in case lots, 
Butts.—3% in. 


No. 80, 50c.; No. 54, 70c.; No. 56, 
80c.; No. 56 Galvanized, 85c.; Never- 


break, 16 inch, $4.55. 
FLASHLIGHT BATTERIES.—There is 
no change in this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 191bc. 


each; small or large monocelis, 6l4c. 
each, 


ICE SKATES.—Business is showing 
signs of increasing as cooler weather 
approaches, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common, 86c. a pair; Nickle Plated, 
1.22 a pair; Hardened runner, $2.20 
a pair; Ladies, $1.20 a pair; Hockey, 
$1.15 a pair. 
LANTERNS. — Sales 
slowly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


are receding 





Hot Blast Lanterns. — Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; O. K. lanterns, $9.25 per 
> No. 2 Royal lanterns, $9.75 per 

Oz 


Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass nickel plated, $20 per 
doz.; Little Wizard, $8.50 per doz.; 
Little Giant, $11 per doz.: No. 2 
Blizzard, $13 per doz.; D-Lite, 
$13 per doz. 

Wagon Lanterns. — Junior Wagon 
with bull's eye lens, $17.25 per doz. 

Mill Lanterns. —Watchman’s mill 
lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 2 
Blizzard mill lanterns, $39 per doz. 

Wall Lanterns.—No. 15, $35 per 
doz.; No. 25, $37 per«doz.; No. 30, $37 
per doz.: No. 60, $9 each. 

Platform Lanterns.—Imperial, $15 
each; No. 1 Climax, $5.50 each; No. 
2 $6 each; Nos. 1 and 2 Climax 
Nested, $11.50 each. 

Display Stand and Assortment 
Lanterns.—No. 26 display stand, $4 
each; No. 26 display stand and as- 
sortment (12 lanterns), $14 each. 

Note.—A special allowance of 25c. 
per doz. is made on shipments of 3 
doz. or more. 


No. 2 


NAILS.—Current business volume 
good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Common wire nails, $2.85 per keg. 
PYREX WARE.—Demand continues 
fair rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles.—No. 653, $1.17 


eac 
_Oval Casseroles.—No. a $1 each; 


No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates.—No. 206, lic. 
each; No. 208, 50c. each; No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes.—No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 053, 
67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 


14, $1 each. 


PAINT SUPPLIES.—Interest in the 
items is fair. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, 2.75 
per gal.; linseed oil, single barrels, 
79c. per gal.; turpentine, in 2 barrel 
lots, 63c. per gal.; white and red lead 
in 500 lb. kegs, 133, 4c. per lb.; less 10 
per cent. 


RADIO BATTERIES.—Demand for 


se 


B 


batteries continues at a surprising rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Net price Net price 





each each 
~— unit in unit 
Stock No. Z. pke. 
Super B bat., No. 2138. $3. 20 $2.97 
Super B bat., No. 22308. 2.22 2.06 
B batteries, No. 10308 2.81 2 
B batteries, No, 2308. 1.88 1.75 
B batteries, No. 5308. 1.88 1.75 
B batteries, No. 2158. 1.31 1.22 
B batteries, No. 2156. 1.31 1.22 
C batteries, No. 2370. .38 .35 
A batteries, No. 6...... -40 .351 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 


packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—Sales volume is very 
good. The approach of cooler weather 


has strengthened current demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1.25 each; MxX201B general 
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SLEDS.—Dealers 
item. 


VENTILATORS. — Interest is 
well sustained. 





purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MxX240 
high Mu tubes, $2 each; MX112A 


power amplifiers, $2.25 each: MX171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent discount on Arcturus and 
Everready Raytheon tubes. 


ROLLER SKATES.—Business is quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1. 37 per pair. 


ROOFING MATERIAL.—Current sales 
are at a fair rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.— Light, standard, 
85c.; medium standard, $1; heavy 
standard, $1.20; Light Holdfast, $1; 
Medium Holdfast, $1.35; Heavy Hold- 
fast, $1.60; K red and green slate 
surface, $1.80. 

Roofing Coating.—Coal tar, refined, 
Ib., 12%4c.; in 5 Ib. cans, 94%4c. per Ib.; 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 12144c.; in 5 Ib. cans, 9c. per Ib.; 
in 10 lb. cans, 9c. per lb.; in 25 Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%c. per lb.; in 10 Ib. cans, 6 
cans to the box, 7c. per Ib. 


SCREWS.—There is no change in this 
item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
bright wire goods, 85, 20 and 5 off 
list. 


are stocking this 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Fleetwing.—32 inch, $11.20 a doz.; 
36 inch, $14.00 a doz.; 40 inch, $19.50 
a doz.; 45 inch, $21.20 a doz.; 51 inch, 
$25.20 a doz.; all prices quoted are 


net. — 
Flexible Flyers.—3314 
list. 


per cent off 


STOVE PIPE.—Demand continues to be 
good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Security Pipe.—28 gauge Blue, 6 
inch, $14.20 for 100 joints; 28 gauge 
polished, 6 inch, $20.00 for 100 joints. 

Security Elbows.—28 gauge Blue, 6 
inch, $1.50 a doz.; 28 gauge polished, 
6 inch, $2.30 a doz. 


being 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Deflector, 8 ze 37, $2.65 a doz.; 11 


x 37, $3.70 a 
Diamond *D. hn 02, $4.80 a doz.; 
No. 2, $5.60 a doz.; No. 3, $6.40 a 


doz.; No. 4, $7.60 a doz. 


WEATHERSTRIP.—Cooler weather is 
aiding sales volume. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Wood and Rubber.—No. 0, $16.40 
for 1000 feet; No. 1, $16.40 for 1000 
ft.; No. 1%, $18.30 for 1000 ft.; No. 
2, $21.00 for 1000 ft.; No. 7, $38.75 
for 1000 ft. 

Wood and Felt.—No. 71, $17.25 for 
1000 feet; No. 71%, $24.25 for 1000 
feet; No. 75, $39.50 ‘for 1000 feet. 

Nu Strip. --In 500 foot reels, $15.75 
for 1000 feet. 

Dust Seal.—In 500 foot reels, $26.75 
for 1000 feet. 

Heat Seal.—In 500 foot reels, $31.00 
for 1000 feet. 
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Important 
Manufacturers 


John Shaw & Sons Wolverhampton Limited, Wolver- 
hampton, England, Established 1795, one of the 
largest Tool Importers and Distributors in the British 
Isles, are desirous of obtaining sole concessions for 
high class American Tools in this territory, and with 
this object one of their Principals proposes visiting 
U. S. A. in October to negotiate with Manufacturers 


interested. 


A large staff of Salesmen is employed covering the 
whole territory and has an extensive and well estab- 
lished connection among jobbers and dealers, and also 
carries large stocks in London and other large centres. 
American Manufacturers who are open to negotiate 


are invited to send catalogues and particulars of their 


respective propositions to, 


Box No. [-575, 


Care of HARDWARE AGE, 239 W. 39th Street 
NEW YORK CITY 
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WASHINGTON LET TER | 


Baltimore Dealers and Jobbers Hear Domestic Commerce Division 
Representative—Tariff Legislation May Not Get Through This 
Session of Congress—Commercial Bribery Is Unfair Com- 
petition Says United States Circuit Court of Appeals 


(Washington Bureau of HARDWARE AGE) 

The three basic rules for every re- 
tailer are “Know What Is in Your 
Store,” “Know What Is Selling,” and 
“Don’t Keep Anything That Does Not 
Sell.” 

This code was laid before a joint 
meeting of Baltimore retailers and 
wholesalers recently by a represen- 
tative of the Domestic Commerce Divi- 
sion, Department of Commerce. It was 
declared that every grocery store 
studied in connection with the depart- 
ment’s food distribution survey in 
Louisville was found to require close 
adherence to these three rules. The 
speaker said that there is no way of 
knowing what is in a store except by 
inventory, frequent, detailed, and ac- 
curate. To know what is selling, stock 
control records are necessary and to 
eliminate non-sellers requires courage 
in ruthlessly weeding out shelf-warm- 
ers, it was declared. 

His reference to retail grocers neces- 
sarily was more detailed than that to 
retailers generally since the Louisville 
survey pertained to them and is the 
only undertaking of the kind that has 
been completed. The remarks, how- 
ever, were held to be applicable to the 
retail field generally. It was stated 
that a critical attitude on the part of 
retail grocers does not prevent giving 
new items a trial, but does prevent 
keeping indefinitely items which, when 
given a chance, fail to produce profit- 
able sales in a reasonable time. 

Besides service policies and store 
arrangement, profitable pricing was 
mentioned as a significant factor in 
better retailing. Loss leaders, it was 
said, are beginning to be recognized 
as an expensive form of advertising 
and even many chain stores were de- 
clared to be coming to the point where 
they insist that every commodity they 
handle shall bear its own proportion of 
the cost of distribution. The speaker 
told of the importance of emphasizing 
the bargains independent stores supply 
so as to meet the price emphasis com- 
petition coming from chain stores. 





Belief grows that tariff legislation 
will not get through at the present 
special session of Congress. And it is 
2 question when it will be passed, if 
at all, at the regular session beginning 
in December. History merely is re- 
peating itself and the tariff as usual 
is the bone of sharp contention. The 


irregular Republicans and the Demo- 





—Other Interesting Notes 
By L. W. MOFFETT 


crats in the Senate have proved a 
powerful coalition and have succeeded 
in voting down the administration 
leaders whenever they chose. They 
dealt a particularly sharp blow to the 
administration in voting down the 
President’s suggestion that the flexible 
provision be retained in its present 
form so far as it would permit the 
President to proclaim changes in 
duties, following investigation by the 
Tariff Commission. The coalition put 
through an amendment giving to Con- 
gress the right to change duties under 
the provision and they insist they will 
not yield that right in conference. On 
the contrary they state that the Presi- 
dent will have to yield or there will be 
no tariff. They also are making much 
trouble over other amendments pro- 
posed, including the debenture plan 
which the President once assailed so 
vigorously and succeeded in having 
struck out of the farm relief act. 
These fights are drawing almost inter- 
minable debate on the tariff and even 
those who formerly thought it could be 
passed at the extra session have now 
forsaken such hope. It is evident, how- 
ever, that the country generally is not 
excited over the situation one way or 
the other. 





Commercial bribery has been de- 
clared an unfair method of competition. 
It is the first time that this sort of 
sharp business practice has come under 
that category by a Court. It was so 
labeled by the United States Circuit 
Court of Appeals for the Sixth Circuit, 
Cincinnati, which recently entered a 
decree affirming an order of the Fed- 
eral Trade Commission against the 
Grand Rapids Varnish Co., Grand 
Rapids, Mich., prohibiting the practice 
commonly known as commercial bribery 
and requiring a compliance with the 
Commission’s order. The attitude of 
the paint, varnish and lacquer industry 
toward this practice is indicated by 
resolutions adopted at a trade practice 
conference held in Atlantic City in 
August, 1928. The resolutions con- 
demned commercial bribery and pro- 
vided for throwing open all records of 
companies involved in bribery investi- 
gations without resort to legal process. 
The Commission was urged to proceed 
without delay with all pending investi- 
gations and proceedings. The Grand 
Rapids Varnish Co. denied the juris- 
diction of the court on the ground that 
the subject matter of the Commission’s 


order did not constitute an unfair 
method of competition. At the same 
time the American Paint and Varnish 
Manufacturers’ Association and the 
National Association of Purchasing 
Agents procured permission from the 
court and filed a brief supporting the 
jurisdiction of the Court and the Com- 
mission. 





There has always been a great deal 
of confusion as to what a lobbyist is. 
The question appears to have been 
cleared up considerably last week when 
the Senate Lobby Investigating Com- 
mittee was examining Harry A. 
Austin, secretary and treasurer of the 
United States Beet Sugar Association. 
Mr. Austin’s idea of a lobbyist was 
asked by Senator Caraway, chairman 
of the committee. Mr. Austin imme- 
diately and definitely divided lobbyists 
into four classes: Men with money 
invested in an industry who come to 
Washington to confer with members of 
Congress about matters relating to 
their business; organized trade associ- 
ations maintaining offices in Washing- 
ton for the collection and dissemination 
of information about their industry 
and looking out for their interests in 
Congress; men “who take any side of 
any question for a consideration” and 
men who work their way into connec- 
tions by posing as influential friends 
of members of Congress. Senator 
Caraway asked Mr. Austin what class 
he (Mr. Austip) was in. Mr. Austin 
said he was in the second class and 
added that his activity is entirely 
proper. The statement was not chal- 
lenged. 





The Division of Simplified Practice, 
Bureau of Standards, has just an- 
nounced that simplified practice recom- 
mendation No. 9, covering woven wire 
fencing, has been reaffirmed by the in- 
dustry for another year. 





A trade practice conference for the 
manufacturers of warm air furnaces 
has been authorized by the Federal 
Trade Commission and will be held on 
Oct. 23 in Cleveland at the Cleveland 
Hotel. Chairman Edgar A. McCulloch 
of the Commission will preside. 
Among subjects to be discussed are 
misbranding, commercial bribery, false 
advertising, selling below cost to injure 
a competitor, unfair allowances, pro- 
visions for definite guarantees and 
secret rebates. 
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TO MERCHANTS 


who want to become independent 
in the next 5 years 


HIS PAGE is addressed to 
merchants who are doing well, 
but who want to do still better. 

It tells how any reasonably suc 
cessful merchant can put himself on 
the road to financial independence, 
by employing the intensely practical 
methods of merchants whe have 
made fortunes for themselves. 


Guesses no longer pay 


In the “good old days” when all mer- 
chandising was largely guesswork, a 
good guesser could acquire a fortune 
and a reputation for wisdom. 
Merchants “guessed” they’d take 
such-and-such a bill of goods from 
the drummer; they guessed what 
their customers would buy. 
Guessing is a fair gamble when 








HERE’S PROOF 


of the value of this training. Among the 
authors of the new Merchandising 
Course are the following men: 

Freperick D. Corey, Vice-President of Mar- 
shall Field & Company, in charge of retail 
merchandising. 

Dr. Paut H. Nystrom, Professor of Marketing, 
Columbia University. 

Dr. Lee Gatioway, First Director of the School 
of Retailing, New York University; a well- 
known authority on Store Management. 

Epcar J. Kaurmann, President of Kaufmann’s 
Department Stores, Pittsburgh. 

J. C. Penney, Chairman of the Board, J. C. 
Penney Company. 

Josep Cuapman, President, L. S. Donaldson 
Company, Minneapolis, 

Percy H. Jounston, President of the Chemical 
Bank and Trust Company of New York. 
Joun Brock, Kirby, Block & Fischer, Resident 

Buyers. 

Cot. Davip May, Late Chairman of the Board, 
May Department Stores. 

W. T. Grant, Chairman of the Board, W. T. 
Grant Company. 

Crayton Potter, President, United States Stores. 

Amos Parrisu, Director, Amos Parrish & Com- 
pany, Store Counselors, 

Wituiam N. Tart, Editor, Retail Ledger 

—and many others. 





everybody’s doing it—but the 
guesser hasn’t a chance when he bets 
against competitors who put their 
money on known facts. 

Recognizing these conditions, the 
Alexander Hamilton Institutehaspre- 
pared tomeet them. Its twenty years’ 
experience in assisting able men in 
other business fields is now behind 
a new and specialized Course and 
Service in Modern Merchandising. 


What the Institute offers you 
Every successful merchant applies 
some of the correct principles of mer- 
chandising. Few apply all of them 
with equal force. The Institute has 
examined the activities of many suc- 
cessful concerns and deduced the 
principles underlying their success. 

Many statementsofprincipleshave 
found their way intoprint. The Insti- 
tute has checked and verified these. 

Some ideas were locked in the 
brains of outstandingly successful 








merchants. The Institute unlocked 
these brains. 

The result of this research and 
investigation is now available to you 
through the Modern Merchandising 
Course and Service. This Course of- 
fers information that has proved its 
ability to increase profits now. It 
takes the place of years of costly 
experience. 

Here are a few of the problems 
which the Course covers: 

How to collect past due accounts 

Hew to move slow stock 

How to advertise 

How to increase the average sale 

How to increase employees’ interest in 

the business 

Better window display 

How to meet chain store competition 

How to meet mail-order competition 

How to conduct a special! sale 


and many other important phases 
of merchandising. 

The story of how this Course will 
increase your profits is told in an in- 
teresting booklet called ‘“‘Progress 
and Profits.” This book is free. We 
will gladly send you a copy. We urge 
you to mail the coupon promptly, as 
the edition is limited and the de- 
mand for copies is great. 








To the Alexander Hamilton Institute, 296 
Astor Place, New York City. (In Canada 
address Alexander Hamilton Institute, Ltd., 
C. P. R. Building, Toronto.) 

Please mail me, free, a copy of “Progress and 
Profits.” 


Name. 





Business AppRESS 








Business Position. 





ALEXANDER HAMILTON INSTITUTE 


Executive Training for Business Men 
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RATIONALIZING OUTPUT 


(Continued from page 41) 


tion in line with production, then most of our difficulties 
might disappear. That is, of course, assuming we could 
check the desires of the ambitious producers from adding 
unduly to their plant capacities. There are, however, those 
who are obsessed with the idea that they are privileged 
and that they alone are entitled to keep growing. 

Congress has authorized a census of distribution. Un- 
consciously that gives official sanction to a new science, 
the science of rationing output to consumption. We have 
been awakened to the necessity of putting a curb on selfish- 
ness and of ridding industry generally of the tremendous 
wastes in marketing produce. The day is rapidly approach- 
ing when we have every reason to expect to have a ra- 
tionalization of output to consumption. We are only be- 
ginning to discover means of measuring the volume of the 
market potentiality. We have yet to develop that method 
of regulating production to consumption capacity. When 
we reach that point we will have devised a scientific ration- 
alizing of output. 


Eawusrey exists to serve mankind. Only insofar as it 
is successful in serving mankind will it make a profit for 
the persons who run it. But there is no service to man- 
kind in flooding the market with duplications of goods 
which can never be consumed profitably. We not only 
depress the profits of the producers, but also depress the 
value of that part of the production which has already 
been passed on to consumers and which consumers hold 
in their capital investments. 

Over-production not only invites bankruptcy for the in- 
dustry over-producing, but also encourages bankruptcy 
among those who consume the output of that industry. 
And bankruptcy is one of the greatest industrial wastes 
that we have to contend with today. 

Modern statesmanship must take this fact into considera- 
tion. In preaching the merits of rationalized output, we are 
but preaching a better industrial life, we are merely encour- 
aging some kind of a uniformity of success and pointing 
the way to the removal of waste. 

We have the merits of cost accounting hurled at us from 
time to time. There is a good deal of truth in the claim 
that producers should know their costs if they would do 
business on a successful basis. That is axiomatic, but it 
goes only half the way—knowing our costs is but the first 
step. The second is to know our market. But even assum- 
ing that we know both, it is of little avail unless we act 
upon the information that has been given us. We must 
rationalize the output. We must equal production with 
consumption, and thereby do away with periodic slumps, 
unemployment and reduced buying power. 

Stabilized production would do more to improve prices 
and profits, to eliminate destructive forms of competition 
than any other influence that can be brought to bear. It is 
the key to greater prosperity and the market is the direct 
approach through which research, advertising and educa- 
tional promotional effort would complete the answer. 

No industry, however, has a right to assume a necessity 
for rationing output until it is definitely determined that it 
bas satiated its market. For instance, it has been claimed 
that the automobile manufacturers consume ninety-five per 
cent of the drop forgings made in this country. Does this 
measure the extent of that market Is it not possible for the 
drop forging industry to find an even broader market? 
That, of course, we do not know until the forging people 
themselves have made a better analysis of their possibilities, 


and taken their census of potential as well as actual dis- 
tribution. 

It is not infrequently the case that the small companies 
in an industry are more alert at discovering new outlets for 
their product than are the big unwieldly corporations. We 
speak of research in a rather general way. But research 
may be just as successful in the market-place as in the 
laboratory. Often the opportunities of research are lying 
beneath our noses unnoticed, and that is what makes busi- 
ness opportunities so plentiful, and why it is always unwise 
to depreciate the efforts of even the smallest competitor. In 
cooperative effort we profit by bearing each other’s burdens 
as well as in sharing each other’s benefits. 

The opportunities for one company to help another, for 
cooperation between so-called competitive units are legion. 
The truth of that may be easily recognized in the matter of 
developing new markets, but it is equally true in this more 
important endeavor to rationalize output. Cooperation in 
industry, as it is being effected today under the supervision 
of the Federal Government, does not mean price mainte- 
nance. We are forbidden to advise competitors on selling 
prices, but on the other hand we might feasibly advise each 
other as to expansion of productive capacity. There is 
where cooperation can be effectual and economically advan- 
tageous to the whole country. 

Excess and idle capacity represents a loss of time and 
energy involved in its creation. The public which buys the 
output of the active portion of an industry are compelled to 
pay the carrying charges for the idle portion. The system 
is economically unsound. 


1+ is, of course, only by an adjustment of supply to de- 
mand that prices can be stabilized or maintained at a profit- 
able level under a system of competition. Oil producers 
recognize this. Indeed it is the inspiration of the effort now 
being made to bring about a better control of oil output. 

It is certainly the part of wisdom in this country to have 
cur resources of oil, copper or other basic commodity 
judiciously used, rather than to make them very cheap at 
one moment with widespread waste, and their application 
to uses for which some other material would be preferable. 

Steel is a most important material to progress and the 
advancement of civilization. The*world’s potential supply 
of iron ore is not inexhaustible. Experts have ventured to 
estimate when these ore supplies will be exhausted. It 
would seem, therefore, that the conservation of our iron 
ore deposits would be a problem worthy of consideration 
and, in the meantime, iron and steel products should com- 
mand prices more in keeping with their intrinsic values. 
Otherwise our immediate profits are unreal, as they make 
no provision for the future. 

Every business enterprise is a public service undertaking. 
It can make good and should be allowed to exist, only about 
in proportion as it recognizes the public character of the 
function ‘it is performing. One of these functions is that 
of treating its customers alike, relieving them of the neces- 
sity of bargaining, and thus allowing them to exert their 
full economic strength in other and more economical direc- 
tions. Every business unit owes it as a duty to the public 
te observe an uniformity of prices and an uniformity of 
treatment of customers. When there is need for a change 
in prices or a change in production schedules, that change 
should be made upon an uniform basis, giving full publicity 
to the reasons which prompt such change. 

(Continued on page 71) 
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The Autobiography of “By-Gum” Earle 


(Continued from page 35) 


surely. Don’t follow some other boat, for perhaps that 
boat’s pilot is asleep, and her engineer and fireman are 
driving her ahead to some reef or rock. Just keep tab 
on your own chart and compass. Keep your hands 
firmly on your own wheel, and you will come out of the 
fog into calm waters, under a clear sky. You will dis- 
cover in the distance a good port, but somewhat changed. 
This will necessitate different manipulation from the 
past in order to make a successful landing. 

“You will be able, while passing through the fog, to 
recognize its constituent parts—competition, labor agita- 
tion, political theories, Government meddling, tariff, 
credit and changes in transportation facilities and costs. 

“But, then, when you embarked in business you ex- 
pected not only to invest your capital but your brain and 
energy as well. Competition will exist forever, and as 
long as there is a lazy man left on earth there will be a 
labor agitator. Probably no sensible man in business 
expects this country to be free of political theorists, who 
never met a payroll; who never sat up ’till the wee sma’ 
hours of the morning trying to invent an improvement 
to some of their products which would be equal to or 
better than their competitor’s last improvement. Yet 
the political wiseacres know more about business and 
how it should be run than those men who have burned up 
the best carbon they had to build up large manufacturing 
institutions and markets where men of brain and brawn 
can sell what they are willing to make, for good prices. 

“You may, in your trip through the fog, discover that 
the Government’s meddling with patents and_ trade- 
marks, and the prices at which goods should be sold has 
had a poisonous effect upon some helpings of honest 
business. 

“The tariff and currency fogs we have always had 
with us and we might as well decide we always will, and 
that they should not worry us. 

“Transportation facilities and costs are making tre- 


mendous changes and must, in order to meet the re- | 
quirements of our growth in population and consump- | 


tion. 

“Business is not poor; business is not bad; business is 
is not sick; business is simply wise enough to know that 
it isn’t safe to run swiftly during its passage through 
the fog. The conservative reports from business cen- 
ters simply show that business pilots are running care- 
fully through the fog. 

“There are many things that good business institutions 
can do when running slowly that they cannot do when 
at full speed. Put your house in order. Make those 
changes which you have been talking of making. Be 
ready to use every faculty in producing the product re- 
quired, when you are out of the fog.” 

There are many more pages on advice and sugges- 


tions to salesmen, and Mr. Earle should know, because | 


he is one of the best salesmen who ever carried a grip. 
In the last chapter, among “Earlisms,” we find the fol- 
lowing nuggets: 
Watch out for the happiness of others and your 
own will take care of itself. 











EISER’S 
HEDGE SHEARS 
in ACTION = 

Show Your 


Customers 
the 


) 
SERRATED 






e 
carbon steel blade 
holds the branch 
firmly in the ser- 
rated edge, and’ 
with slight pres- 
sure cuts it evenly 
and quickly. This 
is a point your cus- 
tomers will value, 
the moment they see it. 
Wood handles never 
come loose, they are secured by 
the tang running through to end 
and fastened by a nut; 224 inches 
long, cutting edge 9 inches. 



















Keiser’s Shears should be in your stock. 
Let us send sample order at once. 


Made by 
KEISER Manufacturing Co. 


READING, PENNA. 


Wiebusch & Hilger, Ltd., Distributors 
106-110 Lafayette St., New York 
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,KEISER’S 


‘* LEVEL CUT 












Handles have an up and down 
motion, extremely easy to oper- 
ate, sturdy positive spring action 
eliminating friction and insuring smooth 
tireless cutting. Blades are of highest 
quality steel, hollow ground and finely polished. 
Packed in individual boxes. Weight 16 cas. 
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The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 
Beware of Imitations 











Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
Eskilstuna, Sweden 


SHARK BRAND CHISELS 


are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 





















Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We c a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 
SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


508 E. Hennepin Ave. 304 Ra 
Minneapolis. Mina. 








ilway — 7 Bids. Coristine Bids. 
Seattle. W Montreal, Can. 























Strong 


Where other wrenches 
are weak 


Genuine Oswego Still- 
son Wrenches have extra 
bearing surface between 
the frame and jaws, where 
extra strength is needed. 
This gives longer wear, 
and also permits greater 
bar-clearance and wider 
adjustment. Note the all- 
steel handles and rugged 
construction throughout. 


The guaranty tag on 
every genuine Oswego 
Stillson wrench protects 
you and your trade 
against possible defects in 
workmanship or material. 









Write for complete catalogue of 
Oswego Tools 


The Oswego Tool 
Company 
Oswego, N. Y. 


Established 1887 Incorporated 1893 
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Invest your spare time for others’ good and 
they'll do for you more than you could. 

Let your behavior be such that you can truth- 
fully say: I am the man I am, without a plea that 
the man I am I ought not to be. 

Energy, earnestness, enthusiasm and application 
are the seeds that will grow a crop of success. 

Don’t let the fire of your temper get to the gun- 
powder of your tongue. 

Hang up your goal beyond your reach; it will 
stretch your ability. 

Lightning is more effective than thunder; so do 
more and talk less. 

Better to know a lot about your own business 
than a little about everything else. 

Midnight is too late to go to bed and too early to 
get up—a mighty proper time to be dreaming. 

If God had wanted wills broken instead of cul- 
tivated, He would have made a will-breaker on our 
backs. 

The above are only a few 
random. 

This autobiography by Mr. Earle is published by the 
State Review Publishing Company of Lansing, Michi- 
gan. The book is just fresh off the press, being pub- 
lished in 1929. 

No doubt many members of the hardware trade will 
be interested in this story of a little cross-eyed man, who 
started at the bottom of the ladder, who worked for 
next to no salary, but who, nevertheless, by dint of char- 
acter, perseverance and energy made a prominent place 
for himself in the world of business, a man whose life 
has been full of service to others, and who now at 
seventy-two years of age gives us this quaint and inter- 
esting account of his adventures in life. There is a 
good deal of homely philosophy and wisdom in the 
“Autobiography of By-Gum Earle,” and we take pleas- 
ure in recommending this book to the hardware trade. 


“cc 


Earlisms” picked out at 


How the Save-the-Surface Campaign 
Aids Hardware Merchants 


(Continued from page 31) 


interest in home decoration that both the painter and 
the dealer have found it necessary to revise old methods 
of sales approach. The consumer has become paint 
conscious and he wants to know the whys and where- 
fores of the products that he buys. Realizing that this 
calls for skilled salesmanship, the campaign has rounded 
out the circle of its educational activities by compiling 
sales training courses for master painters, paint salesmen, 
estimators and-other employees in the industry. These 
courses cover all the problems that may arise in relation 
to the sale of paint and varnish and are based on a 
nation-wide survey of the demands of the consumer and 
the business methods practised by men who have made 
a marked success in the trade. This investigation cov- 
ered a period of eight months, and resulted in a basis 
of fact, rather than theory, for the training courses that 
were compiled from its findings. 

The course in retail salesmanship includes the im- 
portance of getting the customer’s viewpoint, finding out 
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all the facts about the particular job in hand, and help- 
ing the buyer to decide on the right product by making 
visual demonstrations. It also goes into the methods of 
overcoming difficult sales problems, tells how to sell addi- 
tional items, and most valuable of all, it shows how to 
build up a steady trade and attract new business through 
mailing lists, advertising and window displays. 

This information is available to the hardware dealer 
at a fee that merely covers the cost of preparation. The 
training embraces six months’ home study and the text- 
book instruction is supplemented by actual practice in 
solving specific sales problems, which are then submitted 
to experts and returned with helpful comments. In 
localities where the enrollment is large enough, group 
meetings are arranged and open discussion of these 
problems enables the dealer to enlarge his knowledge 
still further. 

That these courses are filling a long-felt need is evi- 
denced by the rapidly increasing number who are taking 
advantage of the offer. The master painter’s course and 
the one conducted for manufacturers and wholesalers 
are also arousing interest, the total enrollment for all 
courses, at this writing, being over 3700. 

All these activities have so increased the scope of the 
work that last June the campaign found it necessary to 
move into larger quarters and its present offices at 18 
East Forty-first Street, New York, N. Y., are fully 
equipped to give still further assistance to every branch 
of the industry. 


Don’t Treat Paint As a Side Line 
(Continued from page 27) 


‘Brushes, sponges, paper tools and similar accessories 
also bring us good returns. We display brushes selling at 
$1 or less on an open top display table, while brushes 
retailing at over $1, which places them in the professional 
class, are displayed in a showcase. This method of sep- 
arating the brush stock in two classes has worked out 
very well. It is really astonishing how rapidly some 
painting supplies will move. As an example, we sold over 
forty gross of wallpaper cleaners this season. For paint 
fixtures we like strongly made, adjustable shelving. We 
think such shelves have the advantage, because they can 
be arranged to fit paint cans of every size, and have the 
sturdiness to hold the weight paints require. 

“As far as paint profits are concerned—and that’s the 
most important thing, since no merchant is in business 
for his health—I can say that in our paint ‘side’ of the 
store or paint department, we have an investment of 
about one-fifth, as compared to the ‘hardware’ side. Our 
annual volume in paints is equal to our annual volume 
in hardware, and our paint margin is more attractive. 
Moreover, paints occupy but one-fifth of the display 
space devoted to hardware, and the overhead expenses 
are, of course, lower in the same proportion.” 

It is easy to deduct from the foregoing that Dick 
Hesse hasn’t treated paints as a side line in his well- 
known North Side hardware establishment. With half 


of the firm’s annual volume attributed to this source, it ; 


would certainly seem that he is justified in his “plat- 
form” for bigger and better paint departments in the 
progressive hardware stores of our nation. 







































No 66 


Once in 
a long 
while 


Cheap products of poor quality are made for folks 
who like to buy things every once in a while in place 
of only once in a long while. 
A-P Nos. 66 and 68 are not that kind—they give ser- 
vice that outlasts the building itself! And because 
doors are a garage’s most important feature, the best 
hangers only are good enough. 
A-P hangers Nos. 66 and 68 fulfill their long time 
jobs, troubleless, frictionless, sagless—making every 
builder, architect and owner still warmer friends of 
A-P building hardware. 
No. 66 for straight sliding doors has double truck 
saddle and 1% inch roller bearing wheels. Double 
aprons give both sides of door even bearings, are 
adjustable for door thickness and distance from walls. 
Vertical adjustment locks in any position. Round 
trough track, 16 gauge, with interchangeable brackets. 
Will carry 400 Ib. doors. 
No. 68 for single or parallel straight sliding doors, 
carry 1,000 lbs. easily. Both vertical and lateral ad- 
justments, with double aprons taking 2% to 314 inch 
thick doors. Roller bearing wheels 3 inche§ in diam- 
eter on a double truck saddle of single piece certified 
malleable. Track is 13 gauge, high carbon steel, with 
heavy malleable brackets. 
Hardware merchants make money selling—owners 
save money buying—builders and architects save grief 
- choosing—A-P hangers. Write for A-P catalog 
o. 97. 


ALLITH-PROUTY ‘COM PANY 
DANVILLE ILLINOIS 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 

Rolling Ladders Overhead Carriers 

Spring Hinges Door Hangers 

Airport Door Hardware Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport and Garage Door Hardware 
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“GEM” 


Adjustable 
RADIATOR SHIELDS 


Think of the convenience of any customer 

with any size radiators being able to select 
right out of your stock the right size 
and color of “GEM” Adjustable Radiator 
Shields to suit his requirements. The 
“GEM” Adjustable feature and assort- 
ment of five handsome colors make this 


possible. Mahogany Wood Grain finishes for dark inte- 
tiors. 10 popular sizes adjustable to radiator 
top widths, 6” to 13”; lengths, 11” to 65”. 
Retail at $5.00 to $8.00. Beh & Co., 1140 
Broadway, New York, ~ A 














Buy from your jobber 



































ea woos recent Better Brushes! 
Wily! Better brushes mean better busi- 
iil ness. Customers continually come 
: hl back, not only for brushes, but 
for paints and other supplies. 
Hanlon & Goodman Brushes make 
a firm foundation for business 
building, since they are properly 
set in vulcanized rubber. Send 
for catalog and dealer 
proposition. 


HANLON & 
GOODMAN CO. 


342 Madison Ave. 
New York City 






XXX Special 
Kisko Varnish 
Extra Extra Kalsomine 
XX Special Trim 
Crackajack Wall 
Aristo Wall oe - eee 











SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 
Lengths and Coils 


We want to quote where quality counts 














4 BRUSH-NU eth 


BALTIMORE MARYLAND | 











Concentration on One Paint Brand 
(Continued from page 25) 


rather lean years, too, although the region around Lee's 
Summit fortifies itself against ordinary adversity by 


| diversified farming. The rural income there is fairly 


steady. This year is the best paint year he ever had. 
By the latest census Lee’s Summit has a population of 
just 2032, and barring the difference of a very few dol- 


| lars and cents one way or the other, the Thompson paint 


| remarkable enough. 








volume amounted to that many dollars and cents. Under 
analysis this —Thompson achievement in paint sales is 
Let us examine it a little more 
closely. 

You who read this page at this moment are, in all 
likelihood, a hardware merchant; anyhow, you're 
wrapped up in some practical phase of the hardware 
trade. 

Suppose yourself to be a dealer in a city of 20,000, 
instead of a town of 2000, handling paints, oils and 
varnishes along with the rest of your hardware. While 
we're supposing, let’s suppose again that you are sell- 
ing paint at the same rate that William B. Thompson 
is selling it. 

Impossible? No. Mr. Thompson has competition, 
too, probably as much competition, relatively, as you 
have. Therefore, a paint volume of $20,000 for you 
would be just as reasonable as a paint volume of $2,000 
is for him. 

That would be a snug business to be done through 
just one of your departments, wouldn’t it? 

Twice a year, once in the spring and once in the fall, 
the Thompson Hardware Co. stages its own “Paint 
Week.” 

It doesn’t take long to cover Lee’s Summit with hand- 
bills. He covers it. Nor does it cost much to advertise 
the event in the local press. He so advertises it. Then 
the Lee’s Summiters come and see and are sold. 

With every five gallons of house paint bought during 
each week, an extra gallon goes to the buyer. The fac- 
tory contributes the gallon, but Merchant Thompson 
pushes the idea. During his “Paint Week” in May, 
1929, he gave a 214-in. brush with each quart of kitchen 
tint, and a 2-in. brush with every quarter pint or more 
of varnish or enamel. 

Having learned his way around in the retail paint 
trade, it is to the women, of course, that Mr. Thompson 
particularly caters. “They buy the lacquers, enamels 
and inside finishes generally,” he reports out of his ex- 
perience. ‘They like to keep their houses and furni- 
ture, inside and out, spick, span and colorful. We like 
to talk over their painting problems with them and sell 
them. 

“We stand back of every can and the factory stands 
back of us. That’s the only way we know how to keep 
up our paint reputation. By keeping interest stirred 
up and.giving a reasonable degree of publicity to our 
policy, we manage to turn our paint stock about four 
times a year. For six years each year has shown an 
increase over the preceding year.” 
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Rationalizing Output 


(Continued from page 66) 


It is the duty of business to preserve its economic free- 
dom by cleaning up archaic practices instead of waiting for 
an aroused public opinion to call upon the Government for 
drastic regulation. Failure to obey the warning threatens 
us with state socialism, for when the consuming public is 


conscious of the fact that private business operates in a | 


wasteful way, it will demand public control of business. A 


rationalization of output therefore is not advocated solely | 


for the benefit of private ownership, but only after a mature 
consideration of our solemn responsibilities. 


At this moment we know that the Government is willing | 
If the | 


to assist us to achieve these reasonable endeavors. 
Government is willing to assist in the elimination of unfair 
methods of competition, then why should a small minority 
of business men oppose the constructive assistance that the 
Government is willing to extend? 


We cannot expect industrial prosperity unless all indus- 


try is prosperous. Society, with labor included, is advanced 
when industry prospers, and both suffer when operations 
continue without a reasonable profit. Destructive methods 
that are prevalent in many industries dissipate the profits 
as price-cutting and selfishness place business at any price 
ahead of all other motives. 


— of Selling Practice, as encouraged by the Fed- 
eral Trade Commission, will go a long way toward removing 
the destructive, unfair methods and thereby create better 
competitive relations. The only objection that can be of- 
fered in opposition to the adoption of a Code of Selling 
Practice is a desire to continue the destructive measures as 
already operative. If left to individual action, the spirit of 
selfishness cannot be controlled, jealousies and suspicions 
will continue and methods go from bad to worse. The only 
practical solution is to place all reliance upon organized co- 
operative action supported by the wholesome influence of 
the Federal Government. 

There is very good reason why some 13,000 trade asso- 
ciations have come into existence in this country. We are 
forced to admit that there is merit in cooperative activities. 
The good that has resulted is the merest beginning. Once 
realizing that this good may be shared with the public in 
general as well as by the individual units of an industry, 
we may confidently expect cooperative efforts to advance 
rapidly and with Governmental sanction. If we are to 
attain any measure of rationalized output, it will be through 
these cooperative agencies. 


I AM THE STORE 


I am the last link in the chain of distribution; 
I am the point of contact between the million-dollar factory 
and the buying public; 


I am responsible for the maintenance of mills, the flaring of 
forges and the humming of myriad looms—for, without me, 
the products of the world could not be sold; 


I am the lever that moves billions of dollars’ worth of mer- 
chandise every year; 


I am the personification of “the store” in the minds of the 
customers ; 


I am the recipient of their difficulties, the repository of their 
troubles ; 


I am the beneficiary of an occasional “Thank you,” the legatee 
of countless complaints ; 
I am, in the final analysis, THE STORE— 
Even if 
I AM ONLY THE CLERK BEHIND THE COUNTER. 





FOR QUICK AND EASY SALES 


Display the Easy 
Compact Hanger. 
Sells itself — no 
demonstra- 
tions needed, Deal- 
ers everywhere are 
adding quick 
profits with only 
a few dollars in- 
vested. If your 
Jobber can not 
supply you send 
trial order of one 
dozen—shipped at 
once with usual | 


discounts. /) —— 
EASY 
COMPACT HANGER 


is strongly built of steel, finely finished 
in Japan and will last a lifetime. Will 
not rust. A dozen or more garments 
can be hung on this popular priced 
HANGER, yet when not in use it 
folds to less than 5” of space. Can 
be attached anywhere, creating a 
dozen times more storage space. In- 


valuable in Home, Office or Club. 
Retail Price $1.00 


Manufactured by 


EASY HONE COMPANY 


16 West 22nd Street, New York, N. Y. 
Distributors and Sales Agents write for 
Exclusive Territory and Discount on this 
fast selling specialty. 
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Mlopernize 
THE HELLER Way 





Now is the time to get ready for 
the holiday rush and the coming 
new year. Insure your prosperity 
by modernizing your entire store 
with Heller Display Fixtures and © 
display tables. Don’t let any 
more business which should right- 
fully be yours go to Chain e 
Stores. Hundreds of others have 
modernized with Heller equip- 
ment and are finding that the 
equipment is paying for itself. 
Write for catalog 75A, stating 
size of store. 


HELLER 


BUSINESS BUILDING 
STORE EQUIPMENT 


W. C. Heller & Co. 
700 Bryant St. 
Montpelier, Ohio 
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THE YOUNGSTER 








GOOD FAMILY 


Rixson 





“Junior” 
Double Acting 
Floor Check 


Family qualities transmitted to a 
newer lighter member make _ this 
Rixson “Junior” Check a strong seller 
for use on interior doors. Architects, 
builders, contractors, all recognize the 
individuality of Rixson Double Acting 
Checks in the certainty of their closing 
action, and in the way they gently come 
to rest with the door at dead center. 


Thus, this “Junior” Check offers Rixson 
quality, for lighter duty (on interior doors) 
at a most attractive price. The same high 
standard of manufacture and materials is an 
in-built qualification. The same _ patented 
principles, applied to spring and check, give 
the characteristic performance exclusive to the 
Rixson Floor Check family. 


Write for details of these and 


other Rixson Specialties, or see 
Sweet’s Catalogue. 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, Ill. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 
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Builders’ Hardware 











Overhead Door Checks Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 
Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 


















Fast Selling Display 
in small space 






Push-Pin 
Decorative Our new Style “S” Counter 
Display of 





Moore Push-Pins 


2 Sizes 


Decorative Moore Push-Pins 
4 Popular Colors 


Moore Picture Hangers 
3 Sizes 





is enjoying immense popularity 
with dealers everywhere. Neat and 


compact. In many instances it sold oo, 
itself out in a day. Your jobber can = esi 
supply you with counter display Steniper 


and refills. Order one today. Extra 
profit in each case. 


MOORE PUSH-PIN COMPANY 
Wayne Junction, Philadelphia 
Established 1900 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 

For example, on pages 7 to 79 it indicates by the key 
number 40 which hardware wholesalers handle paints 
and varnishes. 

Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2 or 3 represent the’ livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 


Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in b. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors, 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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The 
holds trade be- 
cause of Honest 
Quality Inside. 


box that 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 


You can also be sure that each customer will 
continue his patronage. 
he will appreciate the full weight and 
honest quality but because at no time will 
any single Atlas tack give him cause for 
unfavorable comment or reflection. 


Not only because 


When customers buy Atlas tacks they 
remember where they got them. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 





The 
Acknowledged 
best and most 

practical 
Traveling-Hanger 
for Women , 
and Men 





The extra-special 25 Cent Article with a large 
profit. 
1 Carton containing one dozen (5x10x2 inches) 


Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 


Measurements of Hanger: Open 16.5 inches, 
Closed 9 inches. 


SINRAM & WEND - Hameln, Germany 


Founded 1899 














it Mer Ara (te, 


and Blue packages. 


2 oz. roll sizes. 


1000 Revere St. 








Backs Up All of These Features 


Slipknot Friction 
Tape proves the 
difference between 
a tape that is 
merely sticky and 
one that is really 
adhesive and 
“stays put.” 


Slipknot Friction 
Tape is free from 
pin holes and the 
tensile strength is 
extremely high. 


Slipknot Friction 
Tape is not af- 
fected by weather 
or climate — does 
not dry out. Both 
dealers and cus- 
tomers appreciate 
this feature. 


Put up in neat 1, 2, 4 and 8 oz. rolls in attractive Orange 


Also in snappy Counter Display Cartons in handy 1 and 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 


Plymouth Rubber Company, Inc. 


Canton, Mass. 


CINCINNATIS FINEST 


FOUR generations of gracious service to America’s first 
people have made Hotel Gibson’s name synonymous 
with hospitality. Every comfort, every convenience, 
is courteously placed at the command of each indi- 
vidual guest from his arrival to the time of his 
departure. Both business and socidl “guests 
enjoy stopping at the Gibson, when in 
Cincinnati. 1000 roomseach withbath, 
Rates $3, upwards. Large, airy sam- 
ple rooms especially desirable. 






HOTEL GIBSON 


Cc. C. SCHEFFELER, General Manager 
Make Reservations, or Send for Booklet 


NEW YORK CITY SAN FRANCISCO CHICAGO 
1019 Flatiron Bldg. 1019, 681 Market Street 900 Wrigley Bldg. 
PORTLAND, ORE. SEATTLE LOS ANGELES 


1101 Buyers Bldg. 416 University St. 428, 510 West 6th St. 
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Just Another Neat RINGCO Fixture 


A bath room is often marred by the 
fixtures. 





ro) 










RINGCO ‘ 
Tumbler reco §=Bath Room Fixtures are pur- 


aie 
5 
i 
i 
G 
5) 
% 
aS posely designed and constructed to give 
a most pleasing appearance to a bath 


room. The trade name 
Furniture Trimmings, 


Upholsterer’s Nails, 


} Eyelets, Grommets is an assurance of just such an appear- 
PF No. 3246 and Washers. ance. The design shows careful 
thought. The workmanship reflects the 
skill of real craftsmen. The material 


(SOLID BRASS) proves that durabil- 


Holder 


We also manufacture 


i 
i 
i 
i 
i 
Gi 
& 
i 
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Send for Co ( d Latest Price List. 
55 ern Snape nce eieree soteee ity is built into the fixture. The finish 
| AMERICAN RING COMPANY (Heavily Nickel Plated) does justice 
SS F to the Quality beneath. 
aps Waterbury Connecticut 

And SALES prove the confidence cus- 

5 ee ee tomers have in the fixtures. 
a5 ee Summer a PP say te set =" St. 
aR atin Ask your Jobber 
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10 FAST SELLERS 


Crackerjac Step Ladder stools and curtain stretchers meet a 
constant demand—every housewife is a prospect. Exclusive fea- 
tures of convenience make an instant appeal and sales are made 
easily and quickly. Write today for literature. 





Crackerjac safety step ladder stools are made in 
four models—priced to suit every purse—finished in 






six colors-—furnished with or without rubber step 
treads and top. Co 
STERLING Woodenware . Crackerjac curtain stretchers are made in large variety 
Biv. +. i of styles, types and grades—New 5’ x 8” size comes 
beaks ot. OP RE STERLING 7 ILLINOIS packed in individual carton, which keeps it clean, easy 
‘ , sees eel to stock and deliver. 
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THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicage, Philadelphia 
Western Facteory—Dayton, Ohie 











Robertson “Horseshoe Magnet” Hammer 








mass | ee 














THE TACK 
The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USB IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 


596 Atlantic Ave., Boston, Mass. 








Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular? Good advertising 
and the thought it contained: To save 
property as well as improve its appear- 
ance. 

Now Paint, like advertising, can be 
made to work wonders. 


But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 








Light as a feather 
for line work, 
this popular, easy 
reading level is al- 
waysin demand. 





Starrett 
No. 108 
Aluminum 
Line Level 





SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS * COTTON TWINES 


Send for catalogue, samples and selling information 


SNA NN 


Uh NINN LUA 


WIRE PRODUCTS _ 


for every need 
Cambria Fence 
Steel Fence Posts 
Wire—Barbed, Barbless and 
Twisted, Processed, Bright 
and Galvanized 
; Nails—Cement-coated, Bright 
Blued and Galvanized 
Wire Rods Staples 


4 BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 





| BETHLEHEM | 





sll HMI = 


STUNNER 


Known and Trusted 
for their unfailing 
accuracy— 

BS 


BROWN & SHARPE 
Wels) A 


“World's Standard of Accuracy” 
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STRATTON: 


GOOD 
WwooD 
HANDLES 


dried. Plain, or Enameled 
IN COLORS 


Stratton Mfg. Co., Stratton, Maine 


For Small Tools, 


Window Cleaning 
Easy With Phenix \i 


Storm windows operated on ~} |i 
Phenix Hangers offer no incon- 7 
venience. Sash easily open out- 
ward, permitting extra ventilation 
and ample opportunity to wash 
and wipe windows. Phenix hard- 
ware for storm sash and _ screen 
windows and storm doors is more 
carefully planned and of better 
construction than other makes. 


PHENIX MFG. CO. 


032 Center St. Milwaukee, Wis. 

















CORRUGATED 
CANS and PAILS 


assure *customer satisfaction and in- 
creased profits for you. Nationally 
advertised. Ask your jobber—or write 





WITT Cans are made 
in all popular sizes 
and styles. 


THE WITT CORNICE CO. 


Can Specialists Since 1899 
2114 Winchell Ave., Cincinnati, Ohio 








HANI ak 


Knife-Handle Wrench 


One of the oldest, best liked and most 
satisfactory selling screw wrenches 
ever offered the hardware trade. 





Seven popular sizes: 6” to 21”. 


Look up your stock. 


BEMIS & CALL CO., Springfield, Mass. 
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=-\ STORE LADDERS 
==: === 
ceed STO 1 
i Insure perfect shelf service for any 
=| line of merchandise. Deep tread steps, 
= properly spaced, with convenient full 
>. Spy length handholds on both sides of 





ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace sto k without danger of fall- 
Ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and prevent vibration. Erection as simple 
as A,B,C, Utilize small space. Make top shelves 
safely available for stock pur One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


meERE MYERS & 3RO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 


= 
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The symbol of quality 
in chain 


There is an ACCO Chain for 
every industrial, farm and home 
purpose—in bulk or made into 
specialties. Concentrate on this 
profitable quality line. Made by 
the world’s largest manufacturer 
of welded and weldless chain. 


MERICAN CHAIN COMPANY, Ine. 
25 Bridgeport, Connecticut 





all WASHERS in its class 


Never before 
such QUALITY at a MODERATE PRICE 


APPLICATIONS for DEALERSHIP should be made promptl 


to THE FREDERICK CO., 100 West Monroe Bldg., Chicago, TT 


A Maytag Product 


SS 


WELDING COMPOUND 


IS THE BLACKSMITH!S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND Co. 
: FORT WAYNE, IND. 
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Classified Opportunities 














Classified Advertising Rates 





Use the “Classified Opportunities Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 








to reach Hardware Manufacturers, 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 





Average 10 words to a line 
Allow One Line for Keyed Address 
Samples of merchandise, literature, catalogs, etc 











Discounts for Classified Advertising 
4 insertions, 10% of; 8 insertions, 15% 
o 


. . - @everrrrer 

Opportunity Exchange Section hints, initielaal Geitt 
Set Solid, Minimum of 5 lines... .$3.00 
Each additional line............ .60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 


Remittance Must Accompany Order 


+ requiring more than ordinary reforwarding postage should sot 
be addressed to box numbers. 


Hardware Age, Classified Oppor- 
tunities, 239 West 39th St., New 
York City 








Harpwars Acs is published each Thursday 


Forms close Nine Days previous to date ef 
publication. 
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BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





FOR SALE:—Hardware Business established two (2) years, near 
Philadelphia, in town of 5,000, 10 manufacturing plants, center of large 
farming district, located in a growing section 1 mile from the one other 
Hardware Store. Inventory $8,000. Reason for selling, other business 
interests. Address Box 1-556, care of Harpware AGE, ew York City. 


FOR SAL E Three Story y Building on Main Highway to Albany. Two 
hardware stores now occupied by owner. Plumbing Shon, Barber Shop 
and two Flats now rented. Third floor is used as store room for Hardware 
Store. Will sell all or part. Reason: Age of Owner. Address Box I-574, 
care of Harpware Ace, New York City. 














WANTED to buy Hardware Store handling Hardware paint etc., in 
Brooklyn or Metropolitan district. Write stating reason for selling in- 
ventory and full particulars. Address Box 1-573, care of HARDWARE AGE, 
New York City. 





HELP WANTED 


SALESMEN WANTED by large chain 
charge of plumbing, heating and hardware ew. Prefer men who 
have had experience in operating country hardware stores. Applicant 
must know how to lay out and figure plumbing, heating and furnace jobs; 
also must be able to handle details connected with the operation of hard- 
ware department. Permanent position, and advancement. Give complete 





store organization to take 








details in letter. All replies will be answered. Address Box 7345-A care 
of Harpwarre Ace, Otis Bldg., Chicago. 

ASSISTANT MANAGER, Builders Department. State age, references, 
experience in detail and salary expected. Apply Box 909, Norfolk, Va. 





POSITIONS WANTED 





TO FACTORIES 
WHO WANT SALES 


A New York hardware sales organization 
having $100,000.00 capital, complete office 
and sales force and good warehouse facil- 
ities is looking for 2 or 3 non-competing 
lines to sell in the Eastern States. 


We specialize in hand tools, garden imple- 
ments and builders hardware but would 
also handle kitchen equipment, paint special- 
ties, cutlery or anything that can be sold in 
large volume to the hardware trade and to 
chain and department stores. 


Box 1-571, Care of Hardware Age, New York 

















SALES MANAGER 

TIVE. ery pre i FOR IMMEDIATE oor. 
NECTION MANUFACTURER SELLING TO HAR 
WARE SOBBERS. FAVORABLY ns FOR OVER 14 YEARS 
AND HAS HIGHEST ENDORSEME TRAVELED EN- 
se COUNTRY AND SUPE RVISED. “SAL ESMEN. SALE 

F CORPORATION a FOR AVAILABILI1 Y. LOCA- 
TION IMMATERIAL. ere i aoe 1-534, CARE OF HARD. 
WARE AGE, NEW YORK crr 








SALES SERVICE. Middle west Manufacturers’ Representative selling 
to leading jobbers and large dealers desires an additional line. Must be 
roduct of merit. Protected field required on one-year contract renewable 
i mutual consent. Ohio, Michigan, Indiana, western Pennsylvania, covered 
every sixty days. Eight years’ constant contact with trade. Address 
Box I-572, care of Harpware AGE, New York City. 


SALES REPRESENTATIVES WANTED 














AVAILABLE. A capable man with hackground of fourteen years gen. 
eral sales experience in the hardware field wishes to associate himself with 
manufacturing concern. No objection to selling. Would make able 
assistant to sales executive. Ultimate objective administrative work 
Address Box I-553, care of Harpware Ace, New York City. 


POSITION WANTED by a real Hardware Man. A store manager and 
systematizing expert on new fixtures and window dressing would like to 
locate in New York, New Jersey or Conn. Will be at liberty after Octo- 
ber 21. Address Box I-570, care of HArpware Ace, New York City. 











Man with 14 years hardware experience Retail, Wholesale and selling 
desires a responsible position with Retail, Wholesale hardware concern. 
Have had experience in buying, selling and managing. Can furnish best 
of references. Address Box 1-576, care Harpware AcE, New York City. 


SALES.ACCOUNTS WANTED 











} HARDWARE M’F’RS REPRESENTATIVE 


SEEKS ADDITIONAL LINE FOR NEW YORK 


A substantial reputation Sixteen years contact leading 
hardware jobbers will entertain connection only with 
well known concern—preferably advertised line—terri- 
tory—New York State—New Jersey—Philadelphia— 
Baltimore—Washington, D. C 


EDWARD WEINGARTEN—286 Fifth Ave., New York City 


ROPE SALESMEN WANTED 


In all territories 100 per cent pure Manila rope 17c. lb. 
basis. Fast selling side line five per cent commission. 
UNITED FIBRE COMPANY, 82 South Street, New York 
City (Foot of Wall St. and East River). 

















SALESMAN with extensive experience and_ established following 
would like to represent manufacturer of hardware or allied lines in Metro- 
ting Sie ay og district. Address Box I-561, care of HARDWARE AGE, 
New or Ity. 











SALESMEN WANTED 


Reliable men who know Rope and Twine, calling on 
responsible concerns—a good opportunity offers. Write, 
giving experience, references, and territory covered. 


Address Box I-547, c/o Hardware Age, New York City. 














& 
WE HAVE open, for, side line salesmen, calling on retail, hardware 
trade, territory in Illinois, Indiana, Iowa, Wisconsin and Ohio, to. sell 


Old and reliable 


Sole Leather and Rubber Heels. Commission basis. 
care of HArpware AGE, 


firm. References required. Address Box I-566, 
New York City. 


WANTED: 
and Maryland. 
roducts, age, salary, and send photograph. 
lasers Ace, New York City. 





Experienced, small tool salesman for Eastern Pennsylvania 
Give history of past experience in selling hardware 
Address Box I-560, care of 





COMMISSION SALESMEN IN EACH STATE for manufacturer ot 
band tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harnpware Acre. New York City 
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Osborne High Grade Punches W, 
en are 


O | 














‘substitutes’ hardest to sell ? 





When a customer knows he can get what he really 
wants ata store across the street or around the corner, 


Belt Punches Arch Punches he can’t betempted with unknown “‘justas good.”’At 


Sprin, tf Punches Revolving Punches least 400,000 stores handle 3-in-One, the widest 

‘“ sible tay tae tek: Ce wes known, bestliked packaged oilin the world. Our 
varied and a Tr we line for the Hardware le, Also: national advertisingin 38 publications saysthat good 
= es mers’ and Upholsterers’ and Plumbers stores everywhere sell 3-in-One — and they do, with 
profit to themselves and satisfaction to their customers. 


above tools will Fae your customers, as well as our 


The 
famous Round and Oval hes. 8 
Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the = = 
finest quality ity of materials. 


























We stand back of every tool we make. Try us. Made Since 189 4 
Write for Catalog. ae 
Cc. 8. OSBORNE & CO., NEWARK, N. J. THREE-IN-ONE OIL CO., 130 William St., New York, N. Y. 
ESTABLISHED 1826 NR2I5 
ieee alee 
| New and Smaller Bean Pot 
ie | TE It’s volume that 
in*PYREX Ovenware er) pays 
HIS new 14-ounce size, No. 
502, has been added to the 
| Bean Pot or Marmite line in 
response to persistent demands I \ ER OHNSON 
from the trade. It supplements 
the Nos. 504, one quart, and 
| 506, two quart. Retails at 60¢. Shot Guns, Rifles, and Revolvers sell eas- 
Slightly higher in the West ily and quickly, because they represent 
and in Canada. Order through extraordinary value at a moderate price. 
your jobber. 
Iver Johnson’s Arms & Cycle Works 
CORNING GLASS WORKS Fitchburg, Mass. 
CORNING, N. Y. New York Chicago San Francisco 
151 Chambers St. 108 W. Lake St. 717 Market St. 

















*T. M. Reg. U. S. Pat. Off. 


Ph iladelphia The NEW 


LAWN MOWERS Ww. ROSE BOOK of TOOLS 


COMPLETE line of motor, 
horse-drawn and hand mow- 














3 pages of information de- 

sad SEER eee geen. ® more # ~enlag ge Caged ee 
9 | 

teed by the world’s largestmaker Bricklayers, Masons, Plasterers and 


* 2 “ 
of high-grade lawn mowers. Tile Layets. 
Write for catalogue 


We'll mail copies to you and your cus- 
and price list. 











tomers on request. 


George K. Goodwin, Owner 
W. Rose & Bros., SHARON HILL, PA. 








Philadelphia Lawn Mower Company, Inc. 
4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 



















ARMSTRONG BROS. Improved 
All Steel PIPE WRENCH 


Improved ball and socket action elimi- 
nates usual “frame.” Nut cannot fall 



















ANCHOR BRAND 


CHISELS 





made in out. Side pull strain taken up by 
e : forged lugs. No exposed 
mm stuna springs. Replaceable Tool 
Steel Jaws. 

oe “ . en You will thrill at the 
Home of the Worlds Finest Steel Catalog “feel” of this wrench— 
A A A P-10 at its exceptional strength, 
Sponsored by simplicity, and efficiency. It 
is truly an improved tool typi- 


JOHANESON, WALES 
& SPARRE, INC. 


Importers 
162 Chambers St., 
New York City 
Tel.: BARclay 0844 


“ cal of the ARMSTRONG BROS. 
Line of Better Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U.S.A. 
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American 
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American 
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Armstrong Bros. Tool Co....... 
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Association. . 
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Sheet & Tin Plate Co. 


Stainless Steel Co..... 


65 
. 69 


Fastener 


Armstrong Electric & Mfg. Corp. 


Armstrong Mfg. Co........... 
Art Metal Works 
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Atlas Co 
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Tack 


Atomister 
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70 


Beisser Key Machine Co........ 
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Bernz Co., Inc., Otto 
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“GREEN 

sonnel STRENGTH 
Box Hook 
of Crucible For STRENGTH 
Tool Steel “Green Line’ Box Hook 


strength is more than a 
match for any man. Let 
the most powerful freight 
handler tear into the heavi- 
est work with this hook—he 
can’t bend it or budge the 
handle. 


Hook is extra strong crucible 
tool steel. Handle steel-anchor- 
ed to shank—see its husky steel 
core rod. Made to last a lifetime. 


“Green Line” Tools 
The best Drills, 
Punches, Box 
Hooks, Screw Driv- 
ers, Cold Chisels and 
many others. Write 
for Complete Cata- 
log. 


THE KILBORN & BISHOP CO. 


196 Chapel Street, New Haven, Conn. 





ENN NNN NNN MN NNN MMMM! 


Manufacturers of the 


“GREEN LINE” TOOLS 


Reg. U. S. Pat. Office 
SS SSSSSSSEDSSS SANS DD 
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Ir you are one of 
the fortunate dealers 
| %erossses: Who have a DOMES 

my Of SILENCE  Dis- 
play Cabinet, keep it 
** on your counter 
working for you. It 
pays good dividends 
on the small space it 
occupies. 


DOMES of SILENCE 


If your Jobber : 
cannot supply 
you—write 
us direct. 


-REFILLS} 
) D19 Assort4 
ment: Packed 


We also make all 
grades of Sliding 


Casters, Pin 
Slides, Felt 
Slides, etc. 


DOMES of SILENCE, Inc. 
21 Pearl St., New York City 




















Quality—Price and Profit— 
what more can a dealer ask? 


The best mechanics the country over know Lenox Screw Drivers 
—know that they can’t chip or bend—that handles cannot split. 
They know that the price of these quality tools is well within 
their reach. 

Do you know the profits you can make on a Lenox stock—how 
they’re advertised to your trade? Do you know what we'll do to 
help you sell? 

Just a note will bring you the details. 


“The Tools in the Plaid Box” 


American Saw & Mfg. Co., Springfield, Mass. 














RRR RRR PERS RERRERAE BEGGS 


epee tpnianng gaa yaa aaa aL a 
: me as ae . 


* hemangioma 
SARA RAAIAVAAN SELES NS 





Superior 
Brand 
Hardware 


Cloth 


Smooth, 
standard size 


round 


wire. 

Even mesh. 
Straight selvage. 
Bright and 
thorough galvan- 
izing. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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Reautiful Chain? 


HE MAN who buys chain from 

your store is well aware of the 
purpose for which it is designed. 
He works with it, handles it, feels 
it, lives with it, many times, placing 
dependence for his very life on the 
chain he buys from you. 


When the old timers say of Hodell 
Chain “It’s beauti- 


point but also as to sales and mer- 
chandising advantages. A complete 
line put up on indestructible steel 
reels with display features that 
cannot be equaled. 


If you are not fully informed regard- 
ing the Hodell line ask your job- 


ber or write direct. 





ful chain” they mean 
quality — perfect 
adaptation to the pur- 
pose for which chain 
is designed. 


Not only is Hodell aon 
chain outstanding 
from a quality stand- 





“It is a rule of largest 
application —true ina 


plant, true in a loaf of 





bya) 





bread—that in the con- 





struction of any fabric 
or organism any real 
increase of fitness to its 
end is an increase of 


beauty.” 


{Emerson} 








fNS SHAN PROVES £9 


Cooper Ave. & Penna. R. R. - 


FOR EVERY PURPOSE 


Cleveland, Ohio 
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Sun-Red Edge 
—Builder of Good-Will 
and Preventer of Waste 


Screen Cloth is no longer an unidentified staple 
in progressive stores, but an easily-recognized, 
easily-handled, easily-measured product of 
known profit. 

It is marked by the Sun-Red Edge, which is 
graduated at six inch intervals—doing away 
with haphazard measurements and cuts. Thus, 
there is never any waste in a Sun-Red Edge 
transaction; the customer’s requirements are 
fully filled, with no shortage or excess. And the 
dealer makes his right profit on every sale. 
Moreover, Sun-Red Edge Rolls are always one 
hundred feet long— in one piece. 


The customers know and ask for Sun-Ked Edge, as 
this feature also means longer service—life; rust is pre- 
vented from forming under nailing strips. Sell them 
AluminA, which wears twice as long,or Black Painted 
or Copper-Bronze—a complete line that its makers are 
proud to assume responsibility for. 

Let us send you proved business-getting Window 
a Get in touch with your Jobber or write us 

irect. 


REYNOLDS 
WIRE CO. 
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I KNOW 


the Measurement, 
Quality and Profit 
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Determine Profits 


1 The Red Fdge is our trade mark— round and true. It is furnished in 

oar honor mark—and its red elastic Black Painted, and Copper-Bronze. 
enamel doubly protects edges of 4 Inthe painted cloth, Red Edge black 
cloth from moisture which collects paint is elastic and won't crack off. 
under nailing strip. It’s the paint that prevents rust. 

2 dun Red Fdge is the first and only 5 In AluminA Cloth, soft gray finish, 
Self-Measured screen cloth. Measure Sun-Red Edge is electro-plated with 
marked every six inches—accurate 10 heavy zinc coats. It’s the zinc that 
as a tape line. prevents rust. Wears twice as long 

3 Sun-Red Edge screen cloth is per- as the ordinary galvanized cloth. 
fectly woven with square, uniform 62 Red Edge cloth is furnished 
mesh—only possible with wiredrawn only in ONE PIECE rolls of 100 feet. 


Facts that 





DIXON 
ILLINOIS 














